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ough Proofs 


The new automobiles will be air- 
onditioned, it is reported. The 
manufacturers seem determined to 
make it more comfortable to ride 
han to sit home. 


7 
7 
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B. F. C. reports seeing this sign in 
a Chicago food store: “Brawlers For 
Sale Cheap.” 

Probably the Saturday night va- 
riety. 
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Under the NRA code, ADVERTISING 
Ace points out, advertising agencies 
will compete for accounts solely on 
the basis of professional ability. 
Does that include ability to shoot a 
good game of golf? 


a 


The advertising writers insist on 
describing beer as a food product, 
when everybody knows that the only 
reason for drinking beer is Gemiit- 
lichkeit. 

vvy 


Copy experts have gone so far in 
providing health appeals for food 
specialties that some day an adver- 
tiser is going to astonish the world 


WORKS ON CODE 


George W. Kleiser 


OUTDOOR CODE 
BANS REBATES, 


New York, Sept. 7.—Members of 
the committee of advertising men 
and women to act in an advisory ca- 
pacity on NRA publicity and adver- 
tising now being completed are los- 
ing no time in going enthusiastically 
to work on their assignments. 
Edgar Kobak, president of the Ad- 
vertising Federation of America and 
chairman of the NRA advisory com- 
mittee, who has been coordinating 
members’ suggestions, was asked to- 
day to attend a conference in Wash- 
ington Monday, to go over the com- 
mittee’s work up to that time. 

In addition to the acceptances an- 
nounced in ADVERTISING AGE last 
week, the following have consented 
te take an active part in the work: 
P. L. Thomson, Western Electric 
Company and president, Audit Bu- 
reau of Circulations; P. V. D. Lock- 
wood, New York Central Lines; 
Grover A. Whalen, Advertising Club 
of New York; Dorothy E. Swenson, 


NRA Advisory Group 
Acceptances Pour In; 


Active Work Is Begun 


JOINS COMMITTEE 


CHEVROLET, FORD 
PLYMOUTH FIGHT 
GAINS INTENSITY 


Elephants, NRA Take Lead- 
ing Roles 


Detroit, Mich., Sept. 7.—The steel 
versus steel-plus-wood controversy in 
the low-priced car field still rages, 
with complications. 

While Plymouth Motor Company, 
which has hitherto taken little pub 
lic interest in the controversy, was 
getting some help from its big 
brother through the digging out of a 
picture taken over two years ago, 
showing an elephant perched atop a 
Chrysler sedan, and sending copies to 
automotive editors all over the coun- 
try, to prove the unusual strength of 
its bodies, the Houston, Tex., Branch 
Authorized Ford Dealers took large 
space in local papers to offer a $500 
prize to anyone who would drive an 
elephant 100 feet. 


by asking people to eat his product Abraham & Straus; Paul E. Murphy, Illustrated with a slightly cock- 
because it tastes good. Frederick Loeser & Co.; James 6 Whal er —s —— — on the 
rts Goold, Stern Brothers; William eatad — nha 7 ne Houston copy 


“Why shouldn’t I make up my 
legs?” asks .the Chicago Evening 
American girl. If they really need 
making up, maybe you’d better wear 
stockings. 

> FF 


“No wonder Wisconsin is such a 
big milk producer,” remarked a re- 
turning vacationist. “The state is 
just chock full of lakes, all dripping 
with water.” 

vvey 


“The mail must go through!” ex- 
Claims Plymouth. 

“The mail must go through!” de- 
Clares Camel. 

And the railroads, without getting 
much excited about it, see to it that 
Most of the mail goes through. 
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Edison proclaims “the most popu- 
lar improvement in the history of 


Maintenance of Gard Rates 
ls Required 


Washington, D. C., Sept. 7.—Pro- 
hibition of sales below card rates, 
regulations as to the placement of 
outdoor advertising structures in 
scenic areas, and complete service 
rules are included in the code of 
fair competition which has been sub- 
mitted to the NRA by the outdoor 
advertising industry. 

The code was drawn up under the 
general auspices of Outdoor Adver- 
tising Association of America by a 
committee composed of George W. 
Kleiser, Foster & Kleiser, San Fran- 
cisco, chairman; K. H. Fulton, presi- 
dent, Outdoor Advertising Incorpo- 
rated, New York; B. W. Robbins, 
president, General Outdoor Advertis- 


Thompson, American Newspaper 
Publishers Association; WwW. R. 
Hearst, Jr., New York American; 
Henry Lee, Simmons-Boardman Pub- 
lishing Corporation; Adolph Schuetz, 
Sterling Engraving Company. 


Other Members 

H. A. Lyon, Bankers Trust Com- 
pany; Francis H. Sisson, Guaranty 
Trust Company of New York; Roy 
Dickinson, Printer’s Ink; F. C. Ken- 
dall, Advertising ¢& Selling; George 
W. Danielson, Danielson & Son; Nor- 
man S. Rose, Christian Science 
Monitor; George F. Booth, Worcester 
Telegram-Gazette; Cora Geiger, Bat- 
ten, Barton, Durstine & Osborn; Col. 
Frank Knox, Chicago Daily News; 
J. C. Aspley, Dartnell Corporation; 
Jessamine Hoagland; H. F. Barrows, 
Austin-Western Road Machinery 
Company. 

Jacob Albert, Detroit News; Fred 
C. Bohen, Meredith Publishing Com- 


Pacific Lines; Mrs. Erma Perham, 
Proetz-Gardner Advertising Agency; 
Lou E. Holland, Holland Engraving 
Company; John Ring, Jr., St. Louis 
Industrial Bureau; Ethel B. Scully, 
Morris Fox & Co.; Alvin R. Magee, 
Louisville Courier-Journal and Times ; 
Walter W. R. May, Portland, Ore., 
Chamber of Commerce. 

The committee now numbers about 
65 members. The next step in the 
program will be to gain the active 
participation of every member in 
making suggestions on NRA public- 
ity and advertising. Several mem- 
bers have already expressed views 
in this respect. 

Suggests Envelope Stuffer 

Eliot L. Wight, president of the 
Direct Mail Advertising Association, 
accepted his appointment to the com- 
mittee with the suggestion that a 
simple, four page envelope stuffer be 


“Take a six-ton elephant for a ride 

- and win $500. 
“Manufacturers of a six cylinder 
car in a recent newspaper advertise- 
ment invite you to “Take your ele- 
plant for a ride on top of their car.’ 


Give Him a Ride 


“If you happen to have a little six- 
ton elephant in your home, put him 
on top of your ear (if you 
have one) and let him enjoy a ride— 
it won’t hurt the car because they 
state clearly in this advertisement: 

“Tt is rigid enough, and strong 
enough to support six tons of 
elephant.’ 

“Now they wouldn’t make this 
statement unless they had proven 
the fact—tried it out—and what has 
been done once can be done again. 
The Houston Branch Authorized 
Ford Dealers, knowing that elephants 
seldom get the thrill of riding atop 
an automobile, are curious to see this 


any; E. H. McReynolds, Missouri Continued on Page 6 
dictation.” Or since Eve started|ing Company, Chicago; J. A. Zim- vised . c ila unusual sight and will pay $500 to 
| dictating in the Garden of Eden. mer, president, Central Outdoor Ad- any owner of this six cylinder car 
oar a vertising Company, Cleveland; and s eens pra fA “aa pono pe me 
. Henry Posner, president, Alpha t t e nt o riv 
Edison’s claims to improving dicta-|Claude-Neon Company, Pittsburgh. as inu 4 ews as es much as 100 feet, without injury to 


tion may interfere with its export 
business, especially if the advertising 
tomes to the attention of a couple of 
journeymen dictators named Musso- 
lini and Hitler. 
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The New York News objects to re- 
quests for free advertising space 
from the NRA. But at least Gen. 
Johnson funished mats, which is 
More than a lot of them do. 


oe 


Add signs of the times: The Bar- 
tender’s Friend is once more an ac- 
tive advertising account. 


The first three represented the 
O. A. A., while the latter two repre- 
sented outdoor advertising organiza- 
tions which are not affiliated with 
the association. 

In addition to the usual wage and 
hours of labor provisions, the code 
provides that each subscriber shall 
file with the administrative commit- 
tee the prices, terms, coverage allot- 
ments and rates for poster adver- 
tising; a description of each painted 
display unit, its location and price, 
and similar information for electric 
spectaculars. 


Must Maintain Prices 


Publishers Change Date of Meeting 
New York, Sept. 8.—The date of the annual meeting of National Pub- 
lishers Association, Inc., has been changed from Sept. 19-20 to Oct. 3-4, 
so as not to conflict with hearings on the periodical publishers’ code and the 
codes of allied organizations which are scheduled for the week of Sept. 18. 
The meeting will be held at Buckwood Inn, Shawnee-on-Delaware, Pa. 


Cough Drops Join Vitamin Parade 
New York, Sept. 8—Hommann, Tarcher and Sheldon, Inc., will shortly 
release a newspaper, car card and radio campaign featuring the inclusion 
of “primary vitamin A” in Smith Brothers Cough Drops. 
A teaser campaign using car cards has been started. 


Will Start Drive for New Radio 


the car. 

“This offer is open to any owner of 
this six cylinder car in Texas. The 
car must be a regular stock car with- 
out extra bracing or otherwise 
changed and the owner of the car 
must drive. 

“To make it easier for you to earn 
this $500, providing, of course, you 
have no elephant of your own, we 
are informed that Houston’s own 
‘Nellie,’ the pride of Hermann Park, 
weighs approximately 7,000 pounds, 
and Nellie is available to anyone 
who wishes to try for the prize. 
Nellie weighs only about one-half of 
six tons, but we'll discount their 


Chicago, Sept. 8.—General Household Utilities Company will launch a statement 6 —— ee oe 
national drive for its new line of radios with a two-page spread in four ed $500 i ¥ Pn > a a 
colors in the Oct. 21 issue of the Saturday Evening Post, followed by copy ggg . oS 
in Collier’s, in newspapers, and on outdoor posters. She 

Trade Prcehacs on the new line, comprising seven models, will start If steel alone is 9 enough, here’s 
immediately in electrical and radio papers. The company has just moved a chance to prove it. 
to a new location at 2650 N. Crawford Ave. Ford Dealers Start Campaign 


1. G. A. Stores Advertise Butter Special ae ee Coen eee oe 


Texas and Oklahoma as a group, 
Chicago, Sept. 8—Independent Grocers’ Alliance of America today| joined the ranks of Ford dealers 
began a newspaper and direct mail campaign in the 43 states in which it| throughout the country who have en- 
has members featuring a special two weeks’ “Buy an Extra Pound of|tered upon their own advertising 
Butter” drive. The object is to help move 27,000,000 pounds of surplus} campaigns. 


butter which is glutting the market. The group has appointed Tracy- 


vvy “No subscriber shall contract for, 
Boss Kettering admits he likes|°F furnish any outdoor advertising 
those Burma-Shave one- and two-|{isplay, or offer or render any serv- 
Word road signs, which you read|ice in connection therewith, except 
While whizzing by at fifty miles an|¥POn such current prices and terms, 
hour. That merely shows his weak- | the code declares, and “no subscriber 
Ress for continued stories. shall make any change in rates, 
prices, terms, coverage allotments, or 

ne 9 character of service, to become effec- 
The chief drawback to conducting |tive earlier than 90 days in respect 
& supposedly humorous column is the|f Poster advertising and painted 
difficulty of persuading people not to display, and earlier than 30 days in 
take it seriously. the case of electric spectaculars, sub- 


(Continued on Page 20) 
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ADVERTISING AGE 


Locke-Dawson, Inc., Dallas, Tex., to 
handle its advertising, and _ will 
launch a comprehensive radio, news: 
paper, outdoor and direct mail cam- 
paign. The radio program, to be 
known as the “Feel of the Ford 
Revue,” will feature Nancy Garner 
and a 22 piece orchestra under the 
direction of Alexander Keese. Lasses 
White, well known minstrel, and his 
partner, Honey Wilde, will appear as 
guest artists, with other attractions 
being added from time to time. 

The program will originate al 
WFAA, Dallas, and will also be heard 
yer KVOO, Tulsa, and WKY, Okla. 
homa City. The broadcasts and 
newspaper advertising will run 
simultaneously, and will be followed 
by an intensive outdoor showing and 
by direct mail. Later, it is planned 
to send the principal units in the 
radio show on a personal appearance 
tour of Fort Worth, Tulsa, and Okla- 
homa City. 


In announcing the new campaign, 
Tracy-Locke-Dawson asserted that 
“according to a new publicity plan 
of the Ford Motor Company, each 
district will conduct its own adver- 
tising program.” 

Joining the parade, Detroit Ford 
dealers have combined with Ernst 
Kern Company, department store, to 
celebrate September as “Ford V-8 
Month.” 

Kern’s, who are using newspapers 


and outdoor boards to proclaim the 
automobile tie-up during their Golden 
Jubilee Sale, are giving away twe 
Fords daily, and their advertising is 
taking on an appearance very similar 
to Ford copy. Pictures of the cars 
and photographs of dealers are fea 
tured in the department store adver- 
tising. 

A large section of one of the store’s 
floors is devoted to a special Ford 
display. Ford salesmen are in at- 
tendance, and Kern’s salespeople are 
offered three per cent commission for 
leads which are later closed by Ford 
men. 

Customers carrying Kern’s bundles 
are tendered free rides home in Ford 
ears, furnished by dealers and driven 
by their representatives, who have 
an opportunity during the ride to 
suggest a demonstration. 


To make the cooperation complete, 
cars returning from their taxi serv- 
ice bear signs, “To Kern’s.” 

Windows of Ford showrooms 
throughout the city are covered with 
posters advertising the event. 


Uses Blue Eagle Copy 


Forgetting the “steel alone is not 
enough” theme for the while, Chev- 
rolet Motor Company this week took 
advantage of the publicity given to 
the Ford-NRA imbroglio by using 
large space in newspapers through- 
out the land to show the NRA blue 


eagle and the Chevrolet trade mark 
in close and affectionate contact, and 
to announce that the company was 
“proud and glad to do our part.” 

“With President Roosevelt’s uac- 
ceptance of the NRA automobile 
code, Chevrolet, the world’s largest 
builder of motor cars, officially be- 
gins operation in accordance with 
the administration’s recovery pro- 
gram,” the copy declared. 

“Although the official code was 
signed only a few days ago, it will 
be of interest to Chevrolet’s many 
friends to learn that the Chevrolet 
Motor Company started to carry out 
the spirit of today’s recovery pro- 
gram over three years ago,” the ad- 
vertisement continues, and then de- 
tails numerous steps which the com- 
pany had taken to decrease hours of 
labor and raise wages. 

“We feel that the President’s re- 
covery program deserves the whole- 
hearted support of every citizen and 
every manufacturer in America,” the 
copy continues. “It is a bold, swift, 
courageous plan to start the ball roll- 
ing toward economic recovery. Its 
sincerity is unquestioned. Its objec 
tives are admirable.” 


Advertising Course 
Orville J. Marsh, instructor in 
business administration at Cleveland 
College, announces that the school 
will offer a course in advertising this 


September 9, 193:§ Septe 
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AUTO BATTLE RAGES ON ANOTHER FRONT 
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Real and glad 
to do our part - 


— 


~ > 


TY —— 


President Roosevelt's acceptance of the 

NRA. Automobile Code, Chevrolet, the world’s 

largest builder of motor cars, officially begins 

P in d with the admii 
covery program. 

Although the official code was signed only a few days ago, 

it will be of interest to Chevrolet's many friends to learn 

that the Chevrolet Motor Company started to carry out 

the spirit of today’s recovery program over three years ago! 


On August Ist of this year, Chevrolet announced a blanket 
wage increase as well as the adoption of a 7}4-hour, 5-day 
week and the employment of 12,000 additional men. This 
wage increase was the second in the last 4 months, Chev- 
rolet having been among the first to put a blanket wage 
increase into effect. 


We feel that the President's recovery program deserves the 
whole-hearted support of every citizen and atanufacturer 
in America. It is a bold, swift, courageous plan to start the 
ball rolling toward economic recovery. Its sincerity is un- 
questioned. Its objectives are admirable. And the direct, 
forceful steps the President and his associates are taking to 
make it a success, should stir the pride and admiration of 
every American. 


We are proud and glad to do our part. And we are deeply 
grateful to the American people for the patronage that has 
enabled us to anticipate the present recovery program and 


At that time, we put into operation a “share-the-work™ 
plan, whereby our workmen cooperated in spreading the 
work to give more men jobs. By means of this plan, as 
well as by regulating hours of work per week to meet retail 
demand, and by building up parts stocks in lean seasons, it 
was possible to carry 33,000 men on our payroll through the 
depression. For eleven months of each year since 1929, we 
havekept ouremployment within 10 percent of this average. 


year. 


DOES YOUR 


WIFE WEAR 


THE PANTS ? 


In the October issue of Physical Cul- 
ture, The Personal Problem Maga- 
zine, there is an article entitled: “My Wife 
Wore the Pants.” It was written by a 
small town lawyer whose career was ruined 
by a bossy, nagging spouse. His life was 
a veritable hell on earth—until he revolted. 


Just how he suffered at the hands of his 
wife and what he did to straighten out mat- 
ters make a story that will appeal to hun- 
dreds of thousands of other men. Men 
whose business and social lives are miser- 
able simply because of a dominating wife. 
All of us know of many similar cases right 
within our own circles. 


When this article came across the desk 
of the editors of Physical Culture Maga- 
zine, one of them recognized the name of 
the writer. He was from a town near his 
The editor was familiar with this 
man’s personal problem and fully aware 
of the needless hardships which this man 
went through on account of his wife’s 
domineering tactics. 


home. 


Solely for the purpose of advising thou- 
sands of other chaps in similar situations, 
the editors of Physical Culture accepted 
and printed anonymously this straightfor- 
ward account of his experience and what 
he finally did about it. The editors felt 
that through this frank and sincere discus- 
sion of this particular personal problem 


helpful suggestions would be provided to 
thousands of other “henpecked” husbands. 


This policy of frank discussion of per- 
sonal problems is carried out by the editors 
of Physical Culture in every issue. So ex- 
tensive and effective is this feature that 
Physical Culture is becoming known every- 
where as “The Personal Problem Maga- 
zine.” Newsstand circulation is on the in- 

In July it was up 25%; August 
27% and September figures thus far look 
even better. 


crease. 


This steady increase in circulation is 
surely indicative of the progressive editorial 
policies of Physical Culture Magazine and 
its live reader-interest. More than a quar- 
ter of a million families are now buying it 
regularly, and reading it from cover to 
cover. More than a quarter of a million 
alert, responsive families that are splendid 


prospects for your products. Investigate. 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZINE 


We are justly proud of that record. We are also proud to say 
that Chevrolet workmen did not, at any time during the 
a seni" 


wa i a 


to play our part today. After all, the immense number of 
men employed by Chevrolet is a direct result of the con- 


P P 


CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN, Division of General Motors 


CHEVROLET 


tinued pref America has shown for Chevrolet. 


Making capital of the Ford-NRA entanglement, Chevrolet Motor 

Company this week used large newspaper space throughout the 

country to announce its operation under the NRA code for its 
industry. 


Bellas Hess 
Profit Laid 
to Sales Book 


New York, Sept. 7.—Advertising in 
the form of a mid-summer sales book 
is given most of the credit for the 
first profit in several years reported 
by National Bellas Hess, Inc., mail 
order apparel house of Kansas City, 
in the company’s annual report. 

For the ten months ended July 31, 
1933, the company, according to its 
certified annual report, had net sales 
of $4,741,386, of which 47 per cent 
were recorded from April 1 to July 
31. Principal responsibility for this 
showing is given to the response to 
the company’s mid-summer sales 
book issued about May 15 and the 
upturn in general business. 

Officials of the company are frank 
to admit that advertising is the 
backbone of the mail order business. 
The fundamental advertising con- 
sists of catalogs sent to well over 
5,000,000 customers. For the pres- 
ent, the firm is following its former 
schedule of issuing several catalogs 
yearly, two of which are large books, 
the remainder being flyers. 

Newspapers and magazines have 
not participated in the advertising 
efforts during the period included in 
the report, but are understood to be 
under consideration for a renewed 
new-customer drive at such time as 
the reorganized company will be able 
to budget a national campaign from 
current income and without drawing 
upon capital funds, as would have 
been necessary had the work been 
undertaken during the past several 
months. 


“Beer Selling” Started 


The first issue of Beer Selling, offi- 
cial publication of the Texas Beer 
Association, will be published in 
Houston Sept. 15. Tom E. Foster, 
publisher, Center Daily News and 
Kilgore Daily News, is business man- 
ager, and Ruel McDaniel, president, 
McDaniel-Mayes Company, San Anto- 
nio, is managing editor. 


Beck’s New Connection 


Mark F. Beck, formerly manager 
of the New York office of the Prog- 
ress Plate Making Company, Phila- 
delphia, has joined the sales division 
of the Atlantic Electrotype & Stereo- 


type Company, New York. 


Godfrey Joins Fawcett; 
Chicago Office Moved 


Joe Godfrey, Jr., formerly with 
Archer A. King, Inc., representing 
Motion Picture, Movie Classic, Col- 
lege Humor, and The Sportsman, has 
been appointed western advertising 
manager of Fawcett Publications, 
with headquarters in Chicago. 

Mr. Godfrey was at one time adver- 
tising sales promotion manager of 
College Humor, and prior to that was 
editor and publisher of Sports Afield. 

The Chicago office of Fawcett Pub- 
lications has been moved from the 
Pure Oil Bldg. to the Palmolive Bldg., 
919 N. Michigan Ave. 


Wrong Prune Group 
Credited With Campaign 


Through an error, a story in the 
Aug. 26 issue of ADVERTISING AGE, de- 
scribing new campaign plans for 
United Prune Growers of California, 
ascribed these plans to California 
Prune and Apricot Growers Associa- 
tion, an entirely different group, most 
of whose members also belong to 
United Prune Growers. 

The San Francisco office of Lord 
& Thomas is in charge of the United 
Prune Growers’ campaign erroneously 
described as being that of California 
Prune and Apricot Growers. Long 
Advertising Service, San Jose, is in 
charge of advertising for the latter 
group. 


“Family Circle” Names 
District Managers 


John H. Curtis, formerly witb 
Critchfield & Co., has been named 
western manager of The Family Cir- 
cle, with offices in Chicago. Other 
district managers named by the pub- | 
lication are: — 

New England—office in Boston— \ 
Donald B. Wilson, formerly with Cal- | 
So-Dent Company and J. Walter | 
Thompson Company; Philadelphia, | 
George P. Hopkins, formerly with 
Kellogg Sales Company; Washing: 
ton, Archdale J. Jones, formerly ad- 
vertising manager of The Cunarder. 


Acquires “News” 


St. Paul, Minn., Daily News, has } 
been acquired by St. Paul Dispatch- 
Pioneer Press. The News will be 
continued under the editorial direc- 
tion of Howard Kahn. 


Tracy Appointed 
W. I. Tracy, Inc., New York, has 
been appointed to handle advertising 
of New England Collapsible Tube 
Company, New London, Conn., maker 
of Sheffield tubes. 
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e NEW YORK SHOPPING CROWDS—Three-fifths 


of these people are our customers. How many of them are 
yours? Let us introduce your product—through ours! Our 
introduction includes a million New York families you'd 


like to sell! THE NEWS, New York's Picture Newspaper. 
' — 
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Some ‘‘Fear’’ Advertising Renders a 
Public Service 


It used to be considered unwise to 
appeal to the emotion of fear in ad- 
vertising, because of the possibly 
destructive effects which this might 
have on the market as a whole. Thus 
many manufacturers of automotive 
products, the proper use of which 
contributes directly to the safety of 
motorists, have hesitated to over-em- 
phasize the dangers of driving with 
poor equipment because of the pos- 
sibility of discouraging the use of 
automobiles. 

But the motor car is now such an 
essential part of modern life that its 
use will go on in spite of disadvan- 
tages such as the tremendous toll 
of life and limb taken each year in 
motor traffic, and the mounting costs 
of operating cars resulting from the 
excessive gasoline taxes imposed by 
state and nation. There is no good 
reason why manufacturers whose 
story requires it should not tell the 
plain facts about the hazards of mo- 
toring with poor tires, faulty brakes 
or brittle glass. 


Advertisers like Goodrich and Gen- 
eral Tire, who have led the fight 
against unsafe motoring as repre- 
sented by poor tires, and the manu- 
facturers of Brakeblok brake lining 
and Libby safety glass, who have 
shown the penalties of poor prepara- 
tion from these standpoints, deserve 
the thanks not only of the industry 
but of the entire public for their con- 
tributions to the cause of safe driv- 
ing. The Goodrich safety league, for 
example, is a constructive move 
which should be still more widely 
extended on a non-commercial basis. 


Granting that it is not improper 
from the standpoint of industry pol- 


icy to talk about the deaths and in- 
juries caused by driving cars with 
faulty equipment, the question arises 
as to whether this type of copy really 
sells. Can people be scared into 
buying something they ought to have 
but have postponed purchasing be- 
cause of mistaken notions of econ- 


omy? The answer seems to be yes, 
provided the subject is handled 
properly. 


Goodrich has the right idea in pic- 
turing the narrow escapes of victims 
of blowouts. The disaster is de- 
picted, but the penalty is avoided 
in the immediate instance. The 
characters in the drama learn their 
lesson and resolve not to be caught 
napping again. 


In the same way, the advertising 
of safety glass, which shows how the 
occupants of a _ properly-equipped 
car are protected from injury and 
disfigurement, seems to build up a 
greater desire for this safeguard than 
would follow the presentation of the 
negative side of the story, demon- 
strating the actual results of acci- 
dents in which flying glass exacts a 
penalty from the careless car owner. 


The entire automotive industry 
should realize that the price now 
being paid for the convenience, 
pleasure and economy of motoring is 
too great, measured in terms of hu- 
man suffering. While many acci- 
dents are based on the inherent 
weaknesses of human nature, and 
cannot be entirely eliminated, every 
manufacturer who is interested in the 
automotive business owes it to the 
public to contribute his share, 
through education and publicity, to 
reduce the toll. 


King Coal Goes Automatic 


The spectacular successes achieved 
in the marketing of oil burners, gas 
burners and other equipment which 
uses substitutes for coal have some- 
what obscured the progress which 
is being made within the coal-burn- 
ing industry to meet the invaders on 
their own grounds—automatic heat. 
Members of the coal trade, as well 
as those whose interests parallel it, 
have not been asleep, but during the 
past few years have been putting 
themselves into a much stronger po- 
sition to battle for the retention of 
their markets. 


The introduction of equipment to 
burn oil and gas has been accom- 
panied by advertising featuring the 
advantages of automatic operation 
of these heating systems. This has 
led to the association of the advan- 
tages of automatically controlled 
heating systems with the new fuels. 
On the other hand, coal is capable 
of being handled in the same way, 


to at least a considerable extent, 
through the use of automatic stok- 
ers, temperature regulators, etc., and 
hence the coal industry can compete 
for public favor on the same basis 
if it so desires. 

Among the outlets for automatic 
stokers and other modern coal-burn- 
ing equipment established by adver- 
tisers in this field, coal dealers have 
been numerous. They have seen the 
advantages of selling automatic heat 
along with coal and have been en- 
thusiastic workers with Iron Fireman 
and similar manufacturers of domes- 
tic stoking equipment. 

The future will determine whether 
King Coal will be able to hold his 
own in the domestic heating field, 
against the inroads of his aggressive 
rivals; but at all events the moderni- 
zation both of equipment and mer- 
chandising methods will make the 
fight a much more even one. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 513. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de- 
veloped by Einson-Freeman Com- 
pany. 


No. 514. Every Woman Leads a 

Triple Life. 

“Is a woman a creature of pleas- 
ure and romance? A purely domestic 
genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall’s Magazine into 
“three magazines in one.” 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


A NEW JOB FOR ADVERTISING 


CNT 
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—Brown in Chicago Journal of Commerce. 


Voice of the Advertiser 


Wood Axton Helps to 


Keep the Record Straight 


To the Editor: I almost started 
to address this letter to “Doubting 
Thomas” but I hesitated because per- 
haps “Convinced Clarence” might 
now be more appropriate for Copy 
Cub. 

Just to keep the records straight 
and overcome any shadow of linger- 
ing doubt which Copy Cub may have, 
I would like to state that Spud was 
a proved success long before the 
stimulus of competition entered the 
market. 

In fact, for the past two years its 
sales trend has been upward as 
against the downward trend of cigar- 
ette consumption in general and this 
summer Spud has been enjoying the 
biggest season in its history. 

In case Copy Cub has not person- 
ally discovered why Spud has made 
such rapid strides, I am sending him 
a carton today, which I hope he will 
accept in the spirit of friendliness 
with which I send it. May he and 
Spud become good friends. 


Woop F. Axton, 


President, Axton-Fisher Tobacco 
Company, Louisville, Ky. 


* FF FT 


Lost: A Word 


To the Editor: What has become 
of the word “famous”? 

It is still in the dictionaries and 
means “having fame,” “celebrated,” 
and “renowned.” But many persons 
nowadays say “famed.” Even an 
advertising writer in ADVERTISING 
AGE writes “most famed and bril- 
liant stars.” 

It would have been better if he had 
written, “most brilliant and famous 
stars.” They probably had to be bril- 
liant to become famous, and thus 
brilliance comes before fame, in this 
case. 

Please, someone, tell us what is 
wrong with “famous.” 

S. D. B., 


Columbus, Ohio. 
> 2 


Coiner Agrees that Blue 


Is Most Popular Color 

To the Editor: It has been my 
opinion after many years of experi- 
menting in advertising, that blue is 
the most popular color for all around 
use. By this I do not mean that 
blue is the most valuable color in 
advertising, as it is not. I would say 


that red is used more successfully in 
advertising than any other color, 
with orange a close second. The rea- 
son for this is that red is attention 
getting. 

Most people think of color in dif- 
ferent ways. Women, for instance, 
think of it as something to wear or 
live with. Men show no decided 
trend one way or another, but con- 
sider it only from the standpoint of 
its immediate use. In spite of this, 
I have noticed a weakness for blue 
on the part of men who are respon- 
sible for large advertising appropria- 
tions. 

It is a natural thing for children 
to like red because children are very 
primitive beings. 

My opinions on color coincide al- 
most exactly with those of the 
United States Department of Com- 
merce reported in your Aug. 26 issue. 


CHARLES T. COINER, 


Art Director, N. W. Ayer & Son, Inc., 
Philadelphia. 
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Convincing 

To the Editor: I am sure that 
Miss Ipana will be pleased to know 
that you have published her letter. 
It will put a stop to some of the razz- 
ing we have received because of 
Copy Cub’s pleasantry—at least it 
convinces me that ADVERTISING AGE 
is well read by advertising people. 
E. A. MYEr, 

Publicity Director, Thompson-Koch 
Company, Cincinnati, O. 


Clatfelter Finds Moral 


in Coffee Investigation 


To the Editor: In your Aug. 26 
issue, these headlines: 


93 BRANDS OF 


COFFEE TESTED; 
56 HELD STALE 


Ten Others Called “Unfit to Drink” 


Sixty-six out of 93—more than 
two-thirds—were undesirable mer- 
chandise, but the public who read 
the ads and pay the price will never 
get the names—that wouldn’t be 
“ethical.” 

Let’s see: what was that idea 
Chase and Schlink had in their book 
several years ago (“Your Money’s 
Worth”) about a consumer’s re 
search organization to dig out and 
distribute exactly such information 
to consumers? 

HARRY CLATFELTER, 
Advertising, Peoria, Ill. 


ee b 
| es, Se 
ee | on : = 
: a | ( BASE - 
_€_\|_.Q_vNv0-,.________ tz, BY: EF suing as 
= ~ §e , = = r~ tir. 
TS ETT TT AES h BATHING |) 
; ———————— WOAF ilo BEACH 
la Ci“ (ee o-4432| Se € ‘4g =~ 68 
si ES , AZ ss 
su 14 Time Are. 
5. eS To “* Ne a ast ca 
Si | AGaIN 7 aS wh 
ee D&E 
ties . 2. Y, 
a ee is aS SR 
a Ss, 7 eT (| 2% fy ya 
oe, ee . Os\ £ / FLYING 4 | 
a ES —- oe | PENNS SSS are 
cee ; “om VEN E et, 
aie Se re ee >, ViSoIesZ os 
pee SR Se Gat =) 7 : — 
; a SS | Te hgh! Pas —— 
a —$ ws - a OFC site 
eo ’ at Rea 5s faa — errr WY Cai 
sae F a t °K \ oe @ —_ bd ™ 
a * ye oe Se Whee a 
is ~BZ LS oe eo Len Sa 
ear £6 TESS? ee Ol SS) 
aioe “ Se DS SF ww = 7 
a aD ~< Pe MO se" o/s 
ee: cw FF +’ “ese = ine 
PES | | + 2> a ii” r= +" : 
ale as = ZA? = in a oe = aW , 
: ML SESS eg aS . 
ne "* Se SE 
can = Foes ki: Au 
- S&S & a > 
| see 0 . | 
~ ~N z= ? 
I Ft 2 
| | ee 
| 
Se ——ooo———SS>—>—=LLSL"7\"\"—"5[_— S=Se@@u@{ lS SSS 
4 iaeadaietteeetneeadacaeadaeateaiaiaeeeianemieceeemiemeneiamememmnnenemmeemmemmeeamaeeene 
sai | Ss | 
- a 
e ee 
. | | 
ws fe 
“ ee 
= oe | a 
es 
_ | 
a RR Ee Sa i AN ca TO cea ans AM a a ce ae a a 2 
ee ee ee ee ee ee 


1933 


Fs 


Pilteehy 


ef | 


September 9, 1933 


ADVERTISING AGE 


_ 


A NEW NEED CREATED THIS 


AFTER a period of almost sullen apathy, America is awakening to 
fresh impulses. They are directly shaping your life and giving new 
meaning to your opportunities and liberties! 

For this reason, the millions of readers of The Literary Digest, 
representing the backbone of intelligent American citizenry, have 
expressed the new need for a news-weekly, world-wide in scope, that 
will not only clearly review each week’s news but will also interpret 
the significance of the news! 

That is why the new Literary Digest is today rich in original 


READ THIS ISSUE FOR A CLEAR 


ROOKIES! THREE HUNDRED THOUSAND STRONG! 


The greatest of all armies organized for peaceful purposes is firmly 
established at the ‘“‘front”— working to conserve America’s natural 
resources. An article by Charles W. B. Hurd, Washington Bureau of the 
New York Times. 


NO BLUE PENCIL FOR THE BRAIN TRUST 


Moley — Adviser Extraordinary to the Administration — becomes a free- 
lance editor. Wayne W. Parrish describes the transit from “Brain Trust” 
to Editor’s chair. 


BUSINESS IS BETTER, THANK YOU! The time of adjust- 
ment is making opportunities for new and better business, 
according to Endicott G. Rich’s observations. 


HITLERITE IDEA OF THE WRONG KIND OF GIRL. 
Young men are warned not to marry brunettes of Mediter- 
ranean origin, with “long torso and short legs, black hair 
and thick sensuous lips.” Why Nazis prefer blondes. 


THE THIN EMBATTLED LINE OF PROHIBITIONISTS. 
“Through the hole made by a beer barrel the wet hordes 
pass.” The advocates of Prohibition are rallying on the 
line of Temperance. 


BEWILDERED ANGEL! Europe, ardently desiring 


news-articles by eminent journalists and influential men of affairs 
familiar with the sources of the news. An additional variety of 
original matter—original cartoons—a profusion of illustrations— 
gives it a freshness and quickened pace without sacrificing the 
valuable features that have made it one of the most influential 
periodicals in America for over 40 years! 

The new Literary Digest will always continue to present the 
news without bias— frankly and fairly reporting both sides of 
controversial questions! 


PICTURE OF THE WORLD TODAY 


THEY GO GALLOPING—GALLOPING—GALLOPING! 


Polo—American fashion— Western version! Here, certainly, is the most 
thrilling game in the world! Reagan McCrary explains why the game 
has opened up. 


32 KINDS OF PNEUMONIA GERMS IN HEALTHY THROATS! 


Another “‘battle-front of modern medicine” where the deadly pneumo- 
coccus lurks. Dr. William H. Park, New York Department of Health, 
discusses development of an immunizing “‘cocktail,” that will combat 
the many virulent forms of pneumonia. 


SPEAKING AS MAN TO MAN. Letters from many readers 
—from Vermont to Honduras—make a page of interesting 
and intelligent opinion. 


HE KNOWS ALL THE WORDS. Vizetelly—lexicographer 
extraordinary—untangles the latest tongue-twisters. 


BOY ON HORSEBACK EARNS $25,000 A YEAR. How 
Hank Mills—17-year-old jockey of the Wheatley Stable 
—earned $25,000 in 1933—leading all the riders in the 
country. Bryan Field tells you the story. 


“BROTHERS!”’—IN 37 LANGUAGES! Thirty thousand Boy 
Scouts, homeward bound from the Godollo Jamboree in 
Hungary, carry the lesson of “duty to God and duty to others” 


safety, gazes anxiously at conflicting moves of the Reich 
and France. 


—to the ends of the earth. 


LEAF BY LEAF THE ELM TREES DIE. Where is a spread- 
ing chestnut tree today? Where will the noble elm tree be 
tomorrow? Already the Dutch Elm Disease is invading 
New England villages. 


AND—IN ADDITION: The new Literary Digest is rich 
with a great variety of news happenings and other original 
features. “The Spice of Life!”; drama; art; original car- 
toons. Profusely illustrated, it is edited ina modern manner 
that both entertains and informs! 


ON SALE 
TODAY 
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300 AGENCIES 
ENDORSE CODE 


New York, Sept. 7.—Nearly 300 of 
the 1,500 advertising agencies which 
received on Aug. 30 a copy of the 
code submitted to the NRA by a 
representative committee have en- 
dorsed it, Fred Gamble, executive 
secretary of the American Associa- 


tion of Advertising Agencies, said 
today. 
Code developments during the 


week included the announcement by 
John Benson, president of the asso- 
ciation, that he had secured an order 
modifying the President’s agreement 
with respect to wages applying in 
the agency field. 

Included in the 300 agencies which 
have subscribed to the agency code 
are approximately 70 A. A. A. A. 
member agencies. The association 
has a total membership of 104, which, 
it is estimated, place about 70 per 
cent of all national advertising. As 
the larger agencies have been the 
first to come forward with accept- 
ances, it is believed the code already 
has a majority endorsement based 
on volume. 

According to an NRA ruling, it 


will not be necessary to secure ac- 
ceptance of the code by a majority 
of the agencies prior to its consid- 
eration. The fact that it has the 
endorsement of the only organization 
in the field is considered sufficient to 
make it representative of the indus- 
try. 
May Obtain Blue Eagle 


Advertising agencies which have 
not already obtained their blue eagles 
by signing the President’s agreement, 
can take advantage of the following 
provisions in the substitute order im- 
mediately: 


“Employes, (other than factory or 
mechanical workers, artisans, outside 
salesmen, creative workers, including 
copy writers, idea men, artists and 
watchmen) shall not be employed 
more than 40 hours per week, aver- 
aged over a one month period. 


“Employes in this industry whose 
place of employment is located in a 
city, or in the immediate trade area 
of such city, the population of which 
is over 500,000; between 250,000 and 
500,000; and less than 250,000, shall 
receive not less than respectively $15 
per week, $14.50 and $14 per week. 

“Where the place of employment is 
a town of less than 2,500 population 
all wages shall be increased by not 
less than 20 per cent; provided, how- 
ever, that this shall not require 
wages in excess of $12 per week. Ap- 


prentices shall receive not less than 
80 per cent of the minimum wage 
herein prescribed, for a period not 
to exceed six weeks, and this class of 
employe shall not exceed 5 per cent 
of the total employes in any plant. 
This paragraph establishes a guar- 
anteed minimum rate of pay regard- 
less of whether the employe is com- 
pensated on the basis of a time rate 
or on a piecework performance.” 

The foregoing regulations will be 
superseded by the code which will 
eventually be adopted for the indus- 
try. There is no indication as yet 

hen the first hearing on the code 
will be held. 


—_——— e 
Ellis with Radio Reps 


Girard Ellis, who has been in the 
broadcasting business in New York 
and Chicago for seven years, has 
joined Free & Sleininger, special 
radio station representatives, Chi- 
cago, as head of the new program 
service department. 


Has Brewery Account 

Advertising of American Brewery, 
Inec., Baltimore, Md., has been placed 
with Fox and Mackenzie, Philadel- 
phia. 


Orput Made Manager 
Don Orput has been named man- 
ager of the Portland, Ore., Advertis- 
ing Club, a newly created position. 


Baby Carriages 


on the street 


HE late H. C. Bohack who founded the 
famous chain of Bohack grocery stores 
in Brooklyn and Long Island was once asked 


and wash 
on the line 


the secret of his success. He answered, ‘‘I 


open stores where there are baby carriages 
on the street and wash on the line.”’ 


The Parents’ Magazine’s circulation is lo- 
cated where there are baby carriages on the 
Nowhere else. 
For baby carriages and wash are the out- 
ward and visible signs of homes with grow- 


street and wash on the line. 


ancy. 


ing children. If you sell foods or household 


equipment, your most successful dealers 
are located where there are baby carriages 
on the street and wash on the line. 


It pays to concentrate your advertising 


the 


among the customers of your most success- 


ful dealers. 


The Parents’ 
mothers of growing children . . . 300,000 of 
them. . . who buy 


Magazine is read only by 


for themselves 

for their children 
for their husbands 
for their homes 


It is the market of Greatest Buying Expect- 


PARENTS’ 
MAGAZINE 


114 EAST 32nd STREET, NEW YORK CITY 
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COLGATE TAKES UP HUMOROUS APPEAL 


PALMOLIVE—the shaving cream that multiplies itself 
into lather 250 tintts. Softens whiskers in one minute. Its 
palm and olive oils have a soothing, lotion-like effect on 
the shin. If you have a tender shin, buy Palmolive... 
it leaves your face feeling soothed, smooth and contented. 


New a copy for Colgate-Palmolive-Peet Company, Chi- 


cago, whic 


SORRY DARLING - | GOTTA 
HOP— | JUST HEARD THE 
BIG SHAVING CREAM 
NEWS! 


THE NEWS: The world’s 2 finest shaving creams 
selling at 25 cents a tube--for limited time a. 


YOUR CHOICE | 
RGE 35¢ TUBE 


introduces a new angle in Colgate and Palmolive shaving 

cream promotion, while at the same time announcing a price 

reduction. Similar copy this week announced a "special sale" of Col- 
gate's tooth paste at 19 cents for the large tube. 


COLGATE’S—A shaving cream that soaks wiry whiskers 
soft. Its famous small bubble lather softens-each whisker 
at the base and thus insures @ close, smooth shave. If you 
have @ tough beard, buy Colgate’s . . 


+ it will give you 
a quick, long-lasting shave. 


NRA ADVISORY 
GROUP STARTS. 
ON NEW TASK 


(Continued from Page 1) 


prepared to answer the question asked 
by consumers on all sides: “With 
prices going up the way they are 
how am I any better off even if I do 
have a little more work or more 
pay?” 

The turnover of money, or its cir- 
culation, he points out, is a mystery 
to most people. A stuffer explaining 
the economic principle as it affects 
the NRA program could be enclosed 
with monthly statements of depart- 
ment stores, public utilities and all 
classes of retailers with a resulting 
circulation in very short time be- 
tween 10 and 20 million. 

Lauding the inspiration and rever- 
ence of the Roosevelt and Johnson 
radio addresses, William C. D’Arcy, 
D’Arcy Advertising Company, urged 
that attention be given to unifying 
the efforts of NRA speakers through- 
out the country. Referring to Gen- 
eral Johnson’s last radio address, he 
advised against many disjointed, 
even though local, enthusiasts work- 
ing out too many variations of the 
principal theme. 

Mr. Barrows advised that the 
farmer as a consumer be reached 
through such organizations as the 
American Farm Bureau Federation, 
the Grange and the Farmers Equity 
Union. His acquaintance with the 
Federation shows it to be far reach- 
ing and comprised of leaders in farm 
thinking, he said. 

Miss Geiger offered a plan whereby 
firms flaunting their blue eagle in 
advertising, posters, window displays 
and elsewhere might go a step fur- 
ther in telling, concretely and specifi- 
cally, just what they are doing to de- 
serve the emblem. 

Beyond saying, “we do our part,” 
she recommends adding “we have put 
250 men to work” or “we have raised 
salaries of our permanent employes 
15 per cent.” The full page Chevro- 
let advertisements which appeared 
after her letter was written illus- 
trate her thought. 


Marion Harper 
Joins Agency 
As a Partner 


New York, Sept. 7.—Marion Har- 
per, formerly in charge of sales and 
advertising of Maxwell House Coffee, 
has resigned from the General Foods 
organization to join the Blackman 
Company, New York agency, as a 
partner. 

In joining the Blackman Company 
Mr. Harper reenters the advertising 
agency field with which he was iden- 
tified prior to his General Foods 
connection. While with General 
Foods, he served at various times as 
president of Hellman Products 
Company, vice-president of Post 
Products Company, and _ vice-presi- 
dent of General Foods Sales Com- 
pany. 

It is expected that among his new 
duties will be supervision of several 
Procter & Gamble products, the ad- 
vertising for which the agency has 
handled for many years. 

Mr. Harper was tendered a fare 
well luncheon at the Union League 
Club today by his associates in the 
General Foods organization. Among 
those present were Clarence Francis, 
Ralph Butler, James F. Brownlee, L. 
W. Waters, A. S. Igleheart, E. T. 
Sajous, C. H. Gager, J. S. Prescott, 
G. C. Mortimer, C. W. Metcalf, C. A. 
Wiggins, L. A. Zahrn, R. G. Coburn, 
and Messrs. Waterbury and Burnett. 


Account for Peck 
Peck Advertising Agency, New 
York, has been named to handle ad- 
vertising of Moore & McCormack 
Company, Inc., steamship agent for 
the American Scantic Line. 
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The National Weekly for April 29, 1933 


| oe i Collier's 


5 z 7 test its cheerful forecast by sampling present pub- 


In a hundred cities and towns all over the United 
States thousands of men and women were interviewed 
by experienced research workers, 18,684 interviews 
were obtained and five questions were axked. The 
Gfth and significant one from the standpoint of the 
business 


outlook was: 
“Do you feel more certain of recovery than you 
did before the banking holiday?” 
a) ed 
eni- 
ing 
ice 


questioned 10,780 men and women. Their replies were: 
Yes Ne Neo Answer 
1% 15% 3% 
The even greater optimism revealed may be due to the 
; fact that the latter group was compored exclusively 
cy po : of Collier's subscribers. 
_ = ‘ Although these groups, totaling 29,464, are relatively 
; J small, statistical expevience shows that expanding the 
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fulness prevailed. 
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s and ° farm problem, the reduction of I costs, 
Coffee EASURED by anything te thre paiemn Bath tare shed he 
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substantial reasons stand behind this expectations are built on the judgment business now? Better prices and @ not victory, will be in the air, Fortu- 
y has 99 conclusion, They assume, however, a that at last the causes which foreed larger demand are the answer. Thetwo nately we are on solid ground here, 
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NATIONAL DRIVE 
FOLLOWS TESTS 
FOR J & J KALMS 


Dailies Differ in Reactions 
to Frank Copy 


New York, Sept. 7.—Copy has been 
released for a national magazine 
campaign during November and De- 
cember on Kalms, a new addition to 
the list of proprietary and sanitary 
products of Johnson & Johnson, New 
Brunswick, N. J. The advertising is 
being handled by Ferry-Hanly Ad. 
vertising Company, Inc. 

Kalms is a new entrant to the field 
wherein Lydia E. Pinkham and 
Midol have long been active, and is 
the result of long research in the 
laboratories of Johnson & Johnson. 
Not only is it entering the market 
for relief of periodic distress, but 
also for localized pains, such as 
headaches, neuralgia, backache and 
cramps. In the latter respect, it has 
masculine trade potentialities, though 
the campaign does not embrace 
them. 

Single column advertisements will 
appear in True Story, Delineator, 
Photoplay, Shadoplay, Motion Pic 
ture and Movie Classic. 


Test Campaigns Used 


Reading matter will be frank, but 
will follow a conservative path. Tes- 
timonials will not be used, and copy 
will avoid all evidence of a “horror 
appeal.” Use will be made of the 
term “periodic,” which the maga- 
zines hold acceptable in this copy. 

The national campaign has been 
preceded by two test campaigns, one 
in New England and the other in 
Chicago. In the New England cam. 
paign copy used such terms as 


NATIONAL CAMPAIGN FOR KALMS STARTS 


| FEEL BETTER NOW! 


@ Isn't it exasperating to have to 
miss a wonderful party because of 
periodic pains? Embarrassing,too, 
when you can't tell friends the 
reason. But now—dress up and 
go—with the aid of Kalms. 

Call up the drug store for a 
box of Kalms, the quick-acting 
tablets developed by Johnson & 
Johnson especially to relieve 
‘weees pains, such as headache, 

ackache, neuralgia and other 
customary disturbances. 


One tablet is enough for most 
cases. Kalms are safe. They donot 
affect digestion or heart action, 
and are not habit-forming. Your 
druggist has them in convenient, 
purse-size boxes of 12 tablets. 


Typical copy used by Johnson & Johnson in the newspaper test cam- 
paign for Kalms which is being followed by a campaign in national 
magazines. 


“periodic,” “menstrual” and “recur- 
ring pains,” and the reaction of loca) 
readers to these terms was carefully 
studied. 

Papers employed in the test did 
not object to the terms and consumer 
response was favorable. Small sin- 
gle column space was used. 

Following this, a more intensive 
test campaign was made in Chicago 
during July and August. These ad- 
vertisements were two columns by 
75 or 85 lines. Alternate pieces of 


copy contained a brief announcement 
of this “ethical product for the relief 
of ‘recurring’ pains” and a longer 
statement of approximately 100 
words. 

In Chicago space was used in the 
Chicago Tribune, Chicago Evening 
American, and a free distribution 
tabloid, Movie News. 

The two test campaigns inciden- 
tally uncovered a condition which 
proved something of a shock to the 
advertiser. Whereas the tradition- 


ally prim and staid New England 
papers found nothing objectionable 
in any of the terms used in the copy, 
the Chicago papers were hesitant 
about allowing their appearance, and 
one rejected the copy entirely. The 
others agreed to permit reference to 
“recurring pains” but drew the line 
at the other two words accepted 
without question by papers in New 
England. 

In addition to the national maga- 
zine advertising, the fall and winter 
Kalms campaign includes use of 
space in 35 college newspapers scat- 
tered from coast to coast. Thus a 
sizeable portion of the age group 
most needful of the type of relief 
afforded will be reached, according 
to the company. 

Kalms has already attained a na 
tion-wide distribution. Salesmen 
covered druggists throughout the 
nation in a sales drive commenced in 
June, making use of liberal sampling 
policy. Each druggist who bought 
the display card containing a dozen 
boxes of Kalms received 20 samples 
which he was advised to wrap with 
purchases made by women. More 
samples * were supplied as requested. 

The fall and winter campaign will 
further this sampling program. Cou- 
pons will be included in each piece 
of copy which may be exchanged for 
free samples. 


In Compact Package 

Further advertising of nation-wide 
proportions is being obtained through 
the enclosure with every package of 
Johnson & Johnson’s Modess of a 
circular on Kalms. 

Much time and effort were devoted 
to packaging the new product. It is 
marketed in a two-tone light blue 
metal box containing 12 tablets, 
which takes scarcely more room in 
a purse than a slender compact or 
lipstick packet. The hinged cover 
contains only the name of the prepa- 
ration and of the manufacturer, 
along with his address. 

One of the unusual features in the 
presentation of Kalms is the inclu- 
sion of the formula. This is printed 
below the directions on the inside 
cover. 


Pershing’s AEF required four men in the rear 
to support every man in the front line. Behind 
the men in the rear was the whole industrial 
structure of the U. S., employing millions. 
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ILLUSTRATING HOW PUBLIC CON- 
STRUCTION INCREASES EMPLOYMENT 
INSIDE AND OUTSIDE THE INDUSTRY 


T is estimated that lumber, 

from tree to ultimate user, 
provides a livelihood for 10 mil- 
lion people. The construction 
industry uses lumber—plenty of 
it. The last year of normal ac- 
tivity engineers and contractors 
spent over two billion dollars 
for forest products — 49% of 
their total expenditures for ma- 
terials. Steam railroads alone 
moved in that year over four 
million carloads of poles, posts, 
piling, shingles, laths and wood- 
work used by the construction 
industry... . 


Another instance of how con- 
struction influences employment 
outside of its own industry. 
There’s hardly an industry where 
the buying activity of engineers 
and contractors is not felt. Con- 
sider what the following figures 
mean in terms of employment 
behind the construction lines— 
millions of jobs in the plants 
supplying these everyday needs, 


—millions of jobs, in turn, for 
plants supplying these plants !— 
a never-ending cycle: 


Value of Construction Materials 
and Equipment Produced in 1929 


NSS parenerere $ 267,509,260 
Brick and tile........ 189,965,557 
icky nda canens 27,145,443 
Concrete products.... 85,719,885 
Wall board and plaster = 70,662,746 
Building stone ....... 143,633,068 


Forest products ...... 2,052,452, 163 


Sand and gravel...... 106,950,151 
Iron and steel........ 1,215,992,663 
pS a ee 53,396,622 
res $4,213,427,558 
Machinery: 
Concrete mixers...... $ 11,404,923 
Tractors, engines 

waterwheels, etc. 35,434,793 
Hydraulic Machin- 

ee ,  weccceawt 10,081,781 
Pneumatic Tools and 

compressors ...... 45,029,941 
Pumps and_ equip- 

a eee 59,310,169 
Excavating Machinery 57,103,248 
Roadbuilding Machin- 

I ais wv Guerk ageless 30,693,707 
Dredging Machinery 3,641,599 

WE co scx ceds $ 252,700,161 


Advertising, too, influences em- 
ployment. It sells goods, provid- 
ing jobs for the men and women 
who make the goods. Moreover, 
advertising is a big industry in it- 
self, giving employment to count- 
less numbers in paper mills, type 
foundries and the graphic arts. 
Editors, circulation men, 


writers—all are largely depen- 
dent upon the fortunes of adver- 
tising. They, too, are the men 
behind the man behind the gun. 


So when equipment and materials 
manufacturers advertise their 
products to the 45,000 engineers 

and contractors who read 


clerks, messengers, mail 


clerks and carriers, sales- <y 


men, truckmen, stenograph- 


Engineering News-Record 
and Construction Methods 
they do morethan make jobs 


ers, telephone operators, 


for their own employees. 


Engineering News-Record 


Construction Methods 
MeGraw-Hill Publications 


330 West 42nd Street 


New York 
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Research Gets 
Much Space in 
Kleppner Book 


New York, Sept. 7.—In an ge, 
deavor to satisfy the appetite of aq 
vertising men for facts, Otto Kl 
ner, in the revised edition of “Advyer. 
tising Procedure,” which has jug 
been published, devotes a lengthy 
chapter to methods employed in pro. 
ducing new and pertinent informa. 
tion. 


Planning and patience, he avers, 
are the two prime essentials in the 
making of tests, and where the prod. 
uct lends itself to testing and the 
advertiser has patience to watch the 
test work out and does not force jt 
to conform ‘to original opinions, tegt. 
ing will be well worth while. 

While he highly respects the law 
of mass similarity, Mr. Kleppner, 
who is president of Small, Kleppner 


& Seiffer, Inc., inveighs against the f, J 


mistakes arising through the misun- 
derstanding of “averages.” He points 
out the necessity of isolating the 
subjects of tests in a scientific map. 
ner, testing for one thing at a time, 
and applying the facts obtained im. 
mediately, before they are rendered 
obsolete by changed conditions. Of 
this subject he says: 

“In the conduct of tests great at 
tention must be paid to seeing that 
the group used for a test is really 
representative in character and in 
size, that no undue influence or con 
ditions enter, or, if they do, that they 
are properly weighed and that only 
one feature is tested at a time.” 

It is essential, he declares, that the 
object of the test be firmly estab 
lished at the outset and that nothing 
else be allowed to creep in. He sum- 
marizes what advertisers may test 
for: information regarding product, 
market, distributors, advertising. Be 
fore starting a new investigation, Mr. 
Kleppner strongly urges full use of 
all available published material con- 
cerning the problem—federal and 
state reports and statistics, trade, 
publications, associations, advertis 
ing agencies, chambers of commerce, 
magazines and newspapers, recent 
and past competitive advertising. 

But, he continues, the chief limi- 
tation of published data is that it 
may be old, and not fit the particular 
questions facing the advertiser. 

What is essential to fair investiga- 
tion? he asks, and replies first that 
the research should be impartial, 
even though the result of it may be 
planned to give an advertiser a com- 
petitive advantage. Throughout the 
remaining half of the chapter, this 
theme is predominant. 

Other essentials are that the re 
search deal with comparable things, 
and that the investigation be truly 
representative, and that all the facts 
bearing upon the case be included 
while all others are excluded. As for 
copy Mr. Kleppner makes this pithy 
remark: 

“The test of whether any adver- 
tisement is good is the degree to 
which it accomplishes the task for 
which it was issued. The great fal- 
lacy in advertising practice is to 
judge an advertisement by its ap 
pearance rather than by its results.” 
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Loop department stores placed 473,075 In the same period, department stores as And, for instance, the women's apparel de- Upstairs departments of Chicago's depart- 

more lines of advertising in the Tribune dur- a whole (Loop and Outlying) placed 114,- partments of these stores placed 574,957 ment stores placed 752,149 more lines of 

ing the first eight months of this year than in 686 more lines of advertising in the Tribune more lines of advertising in the Tribune than advertising in the Tribune than in any other 
any other Chicago newspaper. than in any other Chicago newspaper. in any other Chicago newspaper. Chicago newspaper. 


If the advertising practice of Chicago's department 
stores has any bearing on your selection of the news- 
paper to reach the women in this market, the detailed 
story of how these stores have bought space during 
the past year and of their greater concentration in 
the Chicago Tribune will be worth your time. A 


Tribune representative will be glad to tell it to you. 


CHICAGO TRIBUNE 


7 nn & WO RL D'S GS tf 6 -A T3374 N E WS P-A-—P-E—R& 


; Wem’ = N * . . ‘ * mi 
— : 
(10600 = _ ee ° 
i ; ™ 3 re f , 2 . ‘ eae ; b : ’ ; 3" ‘ 
7 q Az ; r ; f a ” . ote q e% 4 : - 5 F : 
~ Pe e z ed a ; ba ry Age’ ~ is z 7 ¢ ie & - | a a 8 * ‘ Re y‘ . ce 
: aie = ve See Oe Si ‘ Bk. + oes 
“ al fa] 3 i i gal ‘ Re Z ‘ . wih] 9 . e 
5 — { i Os KS 2 z ws & f 7 ite 4. m os hs 
° * . 7 a | : Jao | mG 2 e' 3 ee o> ie ibnor. 
x . ve LE ue iY ‘ f , —= y D. 4 i 2 ‘ axe en 
in , . ae | ; : ss - ae ks a 
ae . 49 . * ae , ~ ' Q F 44 y . y *Y 7 ; _ — a a | : 
] a= se 7 - ar Se " BS ‘ {a . “o ° if i . ‘ 2 , 4 ot ue 2s as % 
mY 3 y > Ry " - é é a it “a > 
Ps ay j +. er» 7 ad . a _ } : 
- ee a om, bt 7 + Sys , ¢ oe a, > “ ; oe ‘. y oe a ® 
an en- > ee. me. ‘ ; 4: x . - , _ 4 . . pt 
% F he oe a ae i a # . : . ; 
> Of ad. t 0% j pier re haa xe : " a , ¥ 
a Fs - x 4 . t f ma T% x 
Klepp. ist ¥ IF d » i, ie > a) <- e " r ‘ , & Jim Pe 
be ef Vey £ 7 ee ae @ EE | re: 
1s ge] kA. ) ses Po ll Ls > all s 
lengthy j : 
in pro e 
iforma. es 
avers, et 
in the au 
€ prod yap 
nd the oa 
itch the Se Rs ia * on ‘ | 8 ce, 
} he si “5 RSS ee Pn hdl a : * 
oree it re - Tees - a Sy Lees een Ht ee awe iy 
S, test. ON oe. ale er ee ae ee ee, Bis fe . — > ae ke — Bee i 
(oe ede tre eee eos! ee aan ree ah J 2 — : ; # a REPOS Sree | Bi ee * 2 is 
he law ees Sebi ap aie) ee ene! me ; a o ca ‘ ail a ? j ie Derren ee ee pm “ Th 
ae Rie sean caer! Se : yey s b x oe EN , = Bi pr aid F Let on. Pa Sah 
2 bias hs Fe og ape eae eae : —— ’ i oe : ig : arene gese e geaedl Pea By tea 
>ppner, ACs ah < 7 eer ap ewe ee : : . _ ee = i a ag oa « bet ae eect oo : - cat ahs _ é ' aon : 
j BP) er i) 5 oe « se a 4 4 7 $4 ee - vee ‘ a Bat Sts yee oR: a Pg . tf cee 
I a 2S sia i z es Ae® ue | a. -— Se ee es’ oy 4 ae 
misun- Ne oe eet patent “ iy kK + ie 7 ee : Pe a 4 ‘ ie : : i ‘ no) é &e eee 
points ‘ aa é : RSS s i 7 sa ; # ' x { : : Zz : 2 Fo 3 ae BAY ae Ryans & = se 
c man- oq ‘ ws ie a ee nai aay , an pee & ia he ee: a ) Be 3 Bi ss 
i time, m : er ade ja pale 4 a & 4 j site 4 é - — y | *) t Ag _—* ging 
- . . iat ae ta é * Glee : . . 7 ry q a . ‘ <) ¥ i ‘ Ege 
ed im » GS in a ae .. . os RO BS Deg eam mie r,” : af i, "a Set. Sn t. Ca nee te 
ndered ¥ art 4 hae, , = Nig 4 oie , a Aes oe seg “ 1 ’ é as #3 ees 
5 ey i ae a ¢ 4 a Bah SGN ~ “ Ba Z ain 
is. Of : . , ee a. | Py. 4 ‘i eee ee : ohh , . 7 = * nae 
- eo bea hl a 7 se Ey ; J ae Geant ae z vw, eee ae. ‘ 2 
eat at: -. 5 Cer eT OS oe. a fae 7 f ; % oe a pen oes Hike Sir oaks ’ pais 
cas Te by reer oe ae a : é d oe tee EM, oe ve ahs 
g that es Cai. eee 2 ae Mest P ule : * am oc in he ae ae aren se ‘mar 
, ips es aia “a a | . cee 4 . o - pe. 2 oa eee 
nd in ~ 4 AES yA oe és Sah S: . ' ge mc ‘ Ree a OPS ee eo pes > Hee 
or con a “ os Soca . ; ; d ree ie ale 2 a y ‘a ee foe > F ee 34 os 
eo a Berit ! Sie bis ilu '7 4 ge ne , aie 1 6a 
- Lat YE Sipe s ae “ > “4 4 é ee = a ta ve % a8 a 
» 9 :. 7. oP igh ; : lara J ’ fe , J i 2? ane “ cae. % coe § a. 
ne ‘a — . J ; /- yg ay ly Po a Ware sees OC we See S, ie : 
at the == ox ~. a ¢.\ ’ i Siacat i > :. fo PEAS uf ore. ae ,< °e 
thing : '" @ Boe Be en SS Cy : me Boge : gh 7 | 
pee oe , 5 i ‘ ia a . ie ee Bo NEE. in tt a : .” 
ng P aera sie: 4 K * , a, aw} ey mec = Fas ok gcgetin, «hee ae’ f * 
° sum- re . ‘ — a - é Fo oe J i a ies Ay “ : 
y test Brg : = bs 3 ami «ils : VS - 8 an ae ee. per cee aR ee 3, Ts Pe Ries 
j ae ie. * | le Mi al a ee RE, eM es SRG en 
oduct, 5 eae — - ~ 7 ~~ : ‘ wer > ~ a * A eet a oe 4 fie 4 ee sr fo — 
8. Be PS Acs i er gigas Ea go. oa ua - ; 
: She - * ‘ — |. . Pes; } ee CU oe eat ‘ oy tities 2 ; . ee e 
n, Mr. Bee OS 7 eater << ‘\ aes ag lila 7 * ne ." See ae be oe : a se ev ) : < * g ro eee eae 
use of i — ae et u? ha - . cite 3 ees bay ie poe ¥? 4 “ies Rape 2208 Agee 
1 con: a es eat | — —— oh “a 2 “ ey _ a ip fale pace eae) oe a Fm -) ae aie 
> PCa x Pan. ; Pai: Pape - . sr 4 FS * jinee ane cae F ie € ; Tejera) BF 2 gees ) 
| Re, toe Sea ake = “ a eae wae ore, ne ae ; 
trade, 5 iy) pees wed, rents ‘ Caer.) . ~~ 5 il a? 4; ed 2 eee eter es ea: eae ea he Boe 2. — ee 
-4 MA he oe. tee ae ~ i+ < . a Ce g ‘ a ae a ge : , cere. <a fee SS ee ; 7 
vertig- ee crag We » * ao on =. eee —_ 5 cal tag — ae ye. gly 
nerce, e Nea s CS Se ee a ee Po Pe RN ion. phe es ere oS NEE OK REM sy, ee em 
ake. nn : Seok A te 56) iia ; iii ' ie eR nga is Aree pe a ae oa Sere) NRA Is a Ee a Te rh aki ch ine - 
recent eae alta, oh rr lit heidi. as _ is Pe of aoe ee ek eS Fo aint wees 
ng. 1. Marae toe” Seat senctmpec am 4 Ray eee eee a eee nok etree Orga: OA ae” cope. amin Aiea a= evce he ma | aampOS a Seta: 
limi pans pa an cane _ ele ad Cee oes ad een ‘Apa at a Sy Pitan Sak ie ee Re Age ges ks eee 
ie Ng > Peek " Yale ae ik Deg me ae ol anaes eee Oe a aL, reer est hauler oe 
ce) Oaee ie. a ata . ’ I . apna sa pat beeen RG: ‘ Pa ieee Se eR oy Bee On AR nie eae eg be reas ean Peay ESS 
a a ay -_ ees ee ee a, ae) 
icular ae Bg ans nen a ee Fat call ree ‘ne : Mies acetic. rie eae Cees ae on. Stil Oe et es Py ei) Pes 
B+ gg ie ana Se mies Bad adi ee eet ho ee oh ee er it to aii es Ste Rs awe Se it —~ : OR PRR oa ay Se a 
' i edie he 5) eae ies he eg wee each eee oe Bs ty ae es a re ane “tnt Le eae Res gi! cod ase 
stiga- TLR th kode’ Sano ae eee he tyke oer eaF gc ne RO ee oe ae ee) Na ag me Oe ee ee RR Pee ae a eee ey ee Rt, eal 
, } ipa - » — eae ; ee : a ee . b> en ee e boy en ee eyes me sg see om ec S ae eta ey » Laue re (ne OR caret, Tere ararene ig A ad By ieee a aa . or os a 
- that My ; : —y j nes +t; Oe ae ; A : a cae 
ar tial, , oa ps 
ay be ue 
, com: pees 
it the Ls ee 
this 
> 
ae | 
ie re a 
truly . 
facts ae 
luded a 
is for ae 
pithy ilies 
\dver- = 
pe to a 
k for <i 
t fal- ee 
is to a. 
3 ap ee 
ults.” 
oa 
de. 
. a. 
L$ Seo 
E = 
_ ; 
| 
» ee 
r : 
| | 
ese ere ee ge eee ee NT ate tem ecu eg ate a ic ae lem tin oo eM Re Fe yO Pig At elt eee Nees orem ane a : ; 
Se Oe areca moray NR Eg yt 03 ae a eck pee Res Cee ed pee eg eee: bo dda Ui on CeMibngge a fer irae Se pM A bn Sine yaaa os 
Se RSME) ing eal 3 nie : eee i " bean By Uke Lagi, a aaa gs area Set er Ei aenemiei 3 Sk, cee Bila eS ces sp ak a tae ct - iS ike te +4 he Sa he ee Ae 
3 em eee oS aE a Pe a ale ga ae eae 2 tee ae : ye eras eae hoa ee: he eae Re Ge eS te Seanad ees ee ema eo tee ON Sten! ee Gop ea oer ee ee 
FS (pene eT nC Sin ee Me tno leceiai si RM oo i yk dy Ge ET Nee areg on wire Sse BAS Ck PE Re! = eae eal ed Seen Rigen oe ee ty eet 
oan ae Se ay ea as eae ae tees *. ear Gee cs her ee gO me SPMD Sets ee: paige 8) geology A eee ae aie aaelene oon 
Be OE tae eed ke hs Se rom oa? yee Seo 5 ea ES Rees a ch Sas oer” Le ae ee Ee: Sr RE MS, SE Ee ee, Go rt de 5 Re ttl lee Rte Ca Pa ec SG ek ae ae RL SP LS Shai Cot 9 Ais ns iy: 9 ig a a) Os 


ADVERTISING AGE 


September 9, 1933 


PABCO STARTS 
VARIED DRIVE 


San Francisco, Cal., Sept. 7.—Con- 
vinced that the fall and winter months 
will usher in a period of revived de- 
mand for their products, The Paraffine 
Companies, Inc., this month will 
launch an attack on many fronts for 
Pabco roofs and shingles, Mastipave 
flooring, and Pabco paints. 

While most of the advertising will 
be confined to the west coast—the 
company’s primary market—some of 
it, notably for Mastipave, will be na- 
tional in scope. Copy is aimed spe- 
cifically at the small home and in- 
dustrial fields, units of the building 
industry which the company be- 
lieves will be among the first to feel 
the effects of the new deal. 

For general advertising on all 
products in the western area, the 
company will rely this year, as in 
the past. primarily upon its weekly 
radio program, “The Jordans at 
Home,” broadcast every Thursday 
morning’ over KGO, San Francisco; 
KFI, Los Angeles; KFSD, San 
Diego; KGW, Portland; KOMO, 
Seattle; and KHQ, Spokane. 


In addition, roofing and shingle 


products will be featured in full-page 
copy appearing in Sunset Magazine, 
with initial copy appearing in the 
September issue, and paint advertis- 
ing will appear in a sizable list of 
western newspapers, while “where to 
buy it” service will also be used in 
western telephone books, and much 
point-of-purchase material will be 
supplied to dealers. 

For Mastipave, its floor covering, 
an entirely different schedule has 
been laid out, concentrating on in- 
dustrial. business. Copy for this 
product will appear regularly in 
Time, The Business Week, American 
City, and Bus Transportation, with 
initial copy in the Sept. 11 issue of 
Time, the Sept. 13 issue of Business 
Week, and in October issues of the 
trade papers. 

Because of the vast potential mar- 
ket for its products engendered by 
the recent earthquake in southern 
California, Pabco will make a special 
drive in this area, using newspapers 
and radio, and concentrating espe- 
cially on Long Beach, Santa Ana, 
Inglewood and Huntington Park, 
communities hit hardest by the 
quake. 


Represents Newspaper 


Burke, Kuipers & Mahoney, Inc., 
has been appointed national repre- 
sentative for the Michigan City, Ind., 
News. 


Drive er Peal Products 


Sussman, Wormser & Co., San 
Francisco, has started what is be- 
lieved to be the most ambitious radio 
campaign for food products ever 
executed on the west coast, supple- 
mented by trade paper copy. The 
program is heard over fourteen 
major stations and includes a ghost 
thriller broadcast by Harold Bur- 
dick, former city editor of the Seat- 
tle Times, and a musical variety 
program. 


Birchfield Promoted 


Cc. J. Birchfield, advertising man- 
ager of the Santa Fe, has been ad- 
vanced to general advertising man- 
ager of the entire Santa Fe System 
lines. Mr. Birchfield is credited with 
having selected the name for The 
Chief, crack Santa Fe train. 


Name Campbell-Sanford 


Advertising of the Glessner Com 
pany, Findlay, O., maker of Keen 
Shaving Kreem, Turpo and Glessco, 
has been placed with Campbell-San- 
ford Advertising Company, Cleve 
land. Newspapers, radio, and other 
mediums will be used. 


Pick Theis & Simpson 

Theis & Simpson Company, Inc. 
has been appointed national repre 
sentative of the Warsaw Union, War- 
saw, Ind. 


I 


casting campaign over WLW in Cincinnati a sensational success. 


“Without minimizing the points that we consider Venida Oil Sham- 
poo and Venida Waveset superior preparations, packaged smartly 
and priced properly, we must give great credit to radio broadcasting 
in general and to the work of WLW in particular.” 
statement of Norvin H. Reiser made recently in New York. 


Many other radio advertisers have found WLW the answer to the 
problem of radio coverage in the middle west. 


their particular fields. 


not 


W. consider the broadeasting 
campaign over 


ov Station” 


Sensational Suecess!”’ 


says Norvin H. Reiser, President, 


Reiser Co., 


Inc., makers of world- 


famous Venida Products for Hair Beauty 


N view of the fact that the middle west has been our weakest 
territory, together with the fact that we were introducing two 


new productsin highly competitive fields, we consider the broad- 


T left is shown the new 
831-foot vertical radia- 
tor antenna of radio station 
WLW located at Mason, 
Ohio. The new 300,000— 
500,000 watt station will be 
in operation within a few 
months—by far the most 
powerful in the world. 


of the dial 


Near the center 


This is the 


WLW has available a series of current surveys of the midwest 
market which show the public preference for various products in 
These are the results of painstaking analysis 
of replies from thousands of retailers and consumers. 
executives may obtain copies of these surveys by making inquiry 
and stating the kind of product in which they are particularly 
interested. 


Advertising 


Near the center 
of population 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


a 


Getting 


William T. Dewart, Jr., secretary of the New York Sun, and the 
former Mrs. Catharine Ashbrook Smith sailed for a-European honey. 
moon following their marriage Sunday. 


an usher at the wedding. 
buyers whose word is final. °. 


paying dividends in cash and satisfaction. 
will discuss some possible and probable new uses for advertising in 
Another of his articles will appear soon in 


the October Rotarian. 
the Economic Forum. 


Amy Ashmore Clarke, who resigned as advertising manager of 


Junior League Magazine in June, 


women in advertising this summer. 


back in the field soon. 


wich, Conn. 
distance of the Graybar Building. 


give almost anyone some valuable pointers on tennis. . 
George Dibert, head space buyer at J. W. T., easily 

polka-dot socks, plays squash every noon. 

the first giant animated spectaculars on the Great White Way when 

the century was young. Corticelli’ 

chocolate and El Bart’s gin-drinking polo player were his work. 

P. D. Saylor, the only president Canada Dry Ginger Ale has ever had, 


is a graduate physician. L. 


The Open Road for Boys, studies political economy for diversion. 
Frank J. Reynolds, West Pointer, war ace and agency head, keeps three 


lucky elephants facing his desk. 


Victor Julius, art director of Modern Magazines. is a judge in the 
national beauty contest being decided at Atlantic City this week. 
Sid Allen, 
rately equipped wood-working shop in his home. 
cabinet work and models just for fun. 
Hirshon Garfield has been busy for weeks completing details for a 
reception for Madam Julienne of Paris, who was scheduled to arrive 
According to Cliff Knoble, Alfred P. Sloan, 
Jr., General. Motors head, is another of those who would rather do 
almest anything than face a photographer. 

Members of Greater Buffalo Advertising Club are mourning the 
loss of Jack Roberts, who has been transferred from the Buffalo office 
of Western Newspaper Union to the managership of the firm’s Balti- 
Jack was managing editor of “Ad-Vents,” the club publi- 
cation, as well as a member of the golf and bridge committees. 

Lee Anderson, well known Detroit agency man, writes one-act plays 
He has more than a score to his credit. 
Des Moines Advertising Club members have gone in for pitch in a 


Another hard job. 


in New York Sept. 7. 


more office. 


in his odd moments. 


big way. 


Herb Sanford of Batten, Barton, Durstine & Osborn, will forsake 


Jesse T. Ellington, vice-president and 
copy chief for J. M. Mathes, and J. 


bachelorhood next week. 
brothers. 


ing a degree. 
tion has made a big hit. 


dred dollars a month. 


administration. 


the new “Blackbirds.” 


with advertising men hereafter. 


Quaker State 
Uses Dailies 
In 48 States 


New York, Sept. 7—‘‘You get what 
you buy” is the theme of a new 
newspaper campaign being launched 
by the Quaker State Oil Refining 
Company, Oil City, Pa., in a list of 
papers covering all 48 states. It is 
a continuation of the warfare against 
the lubricating oil bootlegger and 
centers around the tamper-proof one 
and five-quart cans, in which Quaker 
State motor oils are now packed, and 
the double sealed drum. 

The campaign is an addition to 
the regular advertising program of 
the company. It expresses the feel- 
ing of company heads that improved 
conditions are making it possible for 
producers of quality goods to create 
new business. 

Space used for the first copy in the 
new campaign is 540 lines. Illustra- 
tion consists of a drawing of the 
sealed can display stand and the 
large double sealed oil drum. Dis- 
cussion dwells on increased mileage, 
decreased repairs and better trade- 
ins through regular use of the adver- 
tised product and points out that or- 
dinary motor oils contain a quart, 
more or less, of light-end material 
which vaporizes or burns quickly. 
Use of oils with light-end portions 
refined out gives “an extra quart of 
lubrication in every gallon.” 

Samuel Masser, president of Qua- 


Ben Duffy is one of the few space 


John J. White, president of Visomatic 
Systems, New York, pilots an autogyro to and from his home at Green- 
Sam Fuson is looking for a farm within commuting 


Paul West’s mandolin playing was greatly enjoyed by 
classmates at the several colleges he attended in the course of acquir- 
Malcolm Muir’s work as deputy NRA administra- 
There may be developments. ‘ 

Dewey Holland, production manager of Doremus & Co., takes no 
stock in the adage, “There’s always another day.” 
phone bill on company business sometimes amounts to several hun- 
Roy Durstine went to the top as a news- 
paper reporter within two years after leaving Princeton. 
the summer White House for the New York Sun during the Taft 
Mann Holiner, Federal radio director, who has 
many stage successes to his credit, is at work on lyrics and book for 
Radcliffe Romeyn, New York manager for 
Geare-Marston, and commonly believed to be the handsomest agency 
man in the city, is neither married nor engaged. . 

Bill Briggs, of Hanff-Metzger, has offered the embattled women of 
Louisiana this slogan: “Keep Huey out of the senate washrooms.” ... 
Tony Lasalla, Geyer-Cornell production manager, paid a stiff tuition 
fee for a long poker lesson last week-end. 


Personal 


Barron G. Collier, Jr., was 


“Obie” Winters’ country weekly is 
Earnest Elmo Calkins 


has been one of the most missed 
She’s taking a rest and will be 


“Chud” Long of Power can 


identified by 


Ben Nash designed 


s kitten, Runkel’s steaming cup of 


S. Gleason, advertising manager of 


of McCann-Erickson, has an elabo- 
He turns out fine 
Arthur Hirshon of 


O. Ellington, Federal copy ace, are 


His home tele- 


He covered 


He'll fight shy of games 


ker State, in announcing the extra 
campaign, expressed confidence in a 
continued acceleration of business 
and elimination of many trade evils 
through the operation of the NRA 
codes. J. M. Koch, vice-president, 
just returned from a trip to leading 
distributors handling Quaker State 
oils, found enthusiasm over immedi- 
ate sales possibilities. 

Kenyon & Eckhardt, Inc., 
agency. 


is the 


Use of Watermarked 
Coated Papers Grows 


A number of manufacturers of 
coated paper may soon make use of 
the process of watermarking this 
type of paper, according to Sam 
Himmell, president of Baldwin Paper 
Company, inventor of the process, 
who has been in communication with 
numerous paper manufacturers both 
here and abroad, with reference to 
the process. 


There are at present two brands of 
watermarked coated papers on the 
market, Cantine’s Markote and Pub- 
lisher’s Coated Identified Paper. The 
mark is placed beneath the coating. 
so that the surface of the paper is 
uninjured. 


Brearley Appointed 
Classified Holdings Company, 141 
Broadway, New York, publishers of 
a cross index of investment trust 
stock and bond holdings, has ap- 
pointed Brearley Service Organiza- 
tion, New York, to handle its adver- 
tising. Newspapers and _ possibly 


magazines will be used. 


Septen 
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ADVERTISING IS SWEET MUSIC 
TO THE YOUNG MOTHER 


Family raising, home building—all new to her! Young mothers have 
much to learn; they want to know. Young mothers are receptive. 


No time like this time for advertisers to step in, for advertisers 
to hit hard and often. These early years are the vital years when 
brand habits are forming. 


Win the young mother now and you win heavy consumption, quick 
turnover, for she buys for growing family and expanding home. 


Bratry Hints} for YouR Bapy 
COFT OS Coe My ve i j 
r . = : Pay : sie q 


MOST NEWSSTAND 


Newsstand sale rechecks reader interest and 
reader spending issue by issue. True Story 
has the ee est newsstand sale of any maga- 
zine, monthly or weekly, at any price. 


MORE WAGE EARNERS 


65% of all family heads in America are 


YOUNG MOTHERS 


Out of every 100 True Story wo- 
men, 78 are mothers, average age 
only 33. 


Source: “Analysis of the Circula- 


print Rag of Pani a wage-earners—50% of True — circula- 
Advertisers. tion goes to wage-earners — double the 


coverage afforded by other magazines. 


NO DUPLICATION 


True Story’s distinct editorial policy has 
developed an entirely new reader group. 
Less than 5% of True Story’s readers read 
other women’s magazines. 


LOW RATE 


True Story stretches your advertising dollar, 
makes it go further, reaches 
more people. Our rate per 

age per thousand is from 
b1% to 37% lower than 
other women’s magazines. 


True Story reaches more young 
women than other magazines. True 
Story reaches housewives at less 
cost. 


Source: Starch Media Effective- 
ness Reports. 


EDITORIAL RECOGNITION OF 
YOUNG MOTHER MARKET 


The editorial service pages of True Story 
concentrate on material of help to the youn 

mother in the care of her children, care o 

the home, preparation of food, etc. The True 
Story Home Maker Department is edited by 
Prof. Bristow Adams of Cornell University— 
much of the material is writ- 
ten by domestic science in- 
structors under his direc- 
tion and general supervis- 


ion of Wm. J. Rapp, editor. 


True Story families have more 
young children. 32% of True Story 
families have children under five 
years of age. 


Source: Polk Consumer Census. 
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¢ hange Peser s eo 


Rogreen Publications, Cleveland, 
announce that beginning Sept. 15 
National Purchasing Agent will be 
renamed The Executive Purchaser in 
order to avoid confusion with Na- 
tional Association of Purchasing 
Agents and the former Purchasing 
Agent, 


Jell-Well to Mayers 


Jell-Well Dessert Company has ap- 
pointed the Mayers Company, Inc., 
Los Angeles, to handle its advertis- 
ing. 


Hovden to Harlan 
Advertising of Hovden Food Prod- 
ucts Corporation, Monterey, Cal., has 
been placed with M. E. Harlan Ad- 


vertising Agency, San Francisco. 


New Cc Campaign |" 
for Woodbury’s 
Soap Launched 


Cincinnati, O., Sept. 7.—Following 
successful completion of test cam- 
paigns featuring a new low price for 
Woodbury’s soap, John H. Woodbury, 
Inc., and Andrew Jergens Company 
will launch a new campaign in Octo- 
ber issues of women’s magazines, an- 
nouncing a reduction in the adver- 
tised price of the soap to ten cents 
a bar. 

Lennen & Mitchell, Inc., New York, 
is in charge. 

At the same time, according to 
Frank C. Adams, vice-president and 


treasurer of the company, distribu- 
tion channels for the soap will be 
widened to include grocery stores, 
a type of outlet which has not here- 
tofore been favored for the product. 

Under the new price plan, the min- 
imum price at which the soap is to 
sell is nine cents a bar. 


Advertising Women Win 
Honors in NRA Drive 


Philadelphia Club of Advertising 
Women, captained by Nan M. Col 
lins, president, walked off with 
honors in a contest among women’s 
organizations in Philadelphia to de- 
termine which group could turn in 
the greatest number of NRA con- 
sumer pledges. 

The club team turned in 2,566 
anneal 
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Greyhound Lines 


Increase Appropriation 


The appropriation of Greyhound 
Lines for 1933 advertising having 
been increased $60,000 over the for 
mer figure, the organization will 
shortly launch a new winter travel 
campaign through Beaumont and 
Hohman, Cleveland. 

Newspapers will get the bulk of 
the appropriation, and two color 
pages will be used in The Saturday 
Evening Post. 


J. G. Cummings Dies 


Joseph G. Cummings, vice presi- 
dent of the Southern Equipment 
Company, San Antonio electrical and 
automotive jobbing firm, died Sept. 
3. Mr. Cummings was the first an- 
nouncer of WOAI, the company’s sta- 


tion. 


This is a section of the parade in 
which more than 20,000 employes 
of Louisville firms marched to 


celebrate the return of 
conditions. 


RECOVERY! 


improved 


| OUBVILLE is celebrating! 


chant of any consequence has heartily 
indorsed the N.R.A. and is operating under 


code agreements. 


Every mer- 


Business which has been 


well above the average for some months past, 
is showing even greater improvement. 


In short—Greater Louisville and its market, 
Kentuckiana, offer great sales potentialities to 


the aggressive advertiser who presents his 
message to the buyers of this section through 
the only medium which is necessary to insure 


effective coverage— 


diversity 


Industrial and agricultural 


have made Ken- 


tuckiana one of the most 
stable markets of the Mid- 
dle West. 


THE COURIER-JOURNAL 


THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. -:- Audit Bureau of Circulations 
REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 


BOSTON RETAIL 
MEET PROGRAM 
IS COMPLETED 


Boston, Mass., Sept. 7.—Merchap. 
dising and advertising problems wil] 
be given a greater place than ever 
before at the annual sessions of Bos. 
ton Conference on Retail Distriby. 
tion, to be held at the University 
Club here Sept. 18-19. 

The sessions will be opened by 
P. A. O’Connell, president, E. T, 
Slattery Company, and former presi- 
dent, National Retail Dry Goods As. 
sociation. Speakers at the opening 
session and their subjects are: 

Vergil D. Reed, professor of mar- 
keting, Boston University School of 
Business Administration, “Consumer 
Prejudice as a Factor in Marketing”; 
Paul H. Hollister, executive vice- 
president, R. H. Macy & Co., “Ad- 
vertising Looks at the Consumer”; 
Herbert Tily, president, Strawbridge 
& Clothier, Philadelphia, “The New 
Deal in Retailing’; Ira A. Hirsch- 
mann, publicity director, Lord & 
Taylor, New York, “A New Deal for 
Advertising”; Roy E. Tilles, vice- 
president, Gotham Hosiery Company, 
“The Place of Branded Merchandise 
in Retail Advertising.” Discussion 
will be led by H. F. Twomey, public- 
ity director, Jordan Marsh Company, 
Boston. 

At the Monday luncheon a feature 
will be a talk by H. Gordon Sel- 
fridge, speaking over the radio from 
London. Gilbert H. Montague, New 
York attorney, will also speak. 


Afternoon Session 


At the Monday afternoon session 
talks will include: “The Trend in 
Taxation of Distributive Enterprise,” 
Alfred Buehler, professor of econo- 
mics, University of Vermont; ‘“Put- 
ting the Boston Conference on Re- 
tail Distribution to Work,” Lessing 
Rosenwald, chairman of the board, 
Sears, Roebuck & Co.; “What Is 
Ahead for Wholesaling?” C. A. 
Schuster, Marshall Field & Co.; “The 
Executive Side of Merchandising,” 
Robert Roos, president, Roos Broth- 
ers, San Francisco. 

The Tuesday morning session pro- 
gram includes “Consignment Sell- 
ing,” O. Fred Rost, marketing edi- 
tor, Business Week; “Price Control 
—A Review of Fundamentals,” Dr. 
Harlow S. Person, managing direc- 
tor, The Taylor Society, New York; 
“Household Standards as They Af- 
fect Distribution,” Katherine Fisher, 
director, Good Housekeeping Insti- 
tute. 

McCormick to Talk 


The Tuesday luncheon will be ad- 
dressed by Col. Robert R. McCor- 
mick, publisher, Chicago, Tribune, on 
“The Growing Importance of the 
Newspaper to Distribution.” Ivy 
Lee, public relations consultant, will 
speak on “The Nature of the Prob- 
lem Before Us.” 

The Tuesday afternoon program 
includes talks on “Some Observa- 
tions on Retailing,” by Walter Hov- 
ing, vice-president, Montgomery 
Ward & Co.; “Is Hand to Mouth 
Buying on the Wane?” Leverett S. 
Lyon, executive vice-president, The 
Brookings Institution, Washington, 
D. C.; “The Merchandising of Elec- 
trical Appliances,” L. E. Moffatt, 
editor, Electrical Merchandising: 
“The Motion Picture as an Aid to 
Distribution,” Col. F. L. Devereaux, 
vice-president, Erpi Picture Con- 
sultants, Inc. 


Chilton Is Named 


to Manage Network 


A. L. Chilton, Dallas, Tex., has 
been appointed manager of the South- 
west network and director of sta- 
tions controlled by Southwest Broad- 
casting Company, Fort Worth. 

Mr. Chilton has been identified 
with broadcasting in the southwest 
for many years, and is manager of 
KRLD, Dallas, and president of the 
Arkansas Broadcasting station which 
owns KRLA, Little Rock, Ark., both 
of which stations will be included as 
affiliated stations of the Southwest 


company. 
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IN OTHER WAYS, TOO, 


WE DO OUR PAR 


We sell advertising, quite a lot of it. We buy a bit of it, too. We take our 
own medicine—and like it. Like it very much. 


Years ago we discovered, as many have, that about the most responsive cir- 
culation a magazine can have is that secured through advertising. On this page 
is printed our current list of magazines and Sunday newspaper comic sections 
which we use to reach boys who do not yet read a boys’ magazine. The total 
circulation is in excess of fifteen million. 


Through this advertising some scores of thousands of boys this fall will be- 
come readers of The OPEN ROAD for BOYS Magazine, added thousands, 
who like the others, will read every word on every page, every word of every 
advertisement. Imagine, indeed, a magazine whose every printed word is be- 
lieved as gospel, a magazine which can implant the message of a product in- 
delibly in the mind of the nation's youth, never to be forgotten for all time. 


Right through the years, good times and bad, this circulation grows. Now we 
guarantee 225,000 average net paid and are planning the biggest advertising 
effort in our history to make available still more of the most responsive circula- 
tion on earth. 


MAGAZINES 

American Weekly Popular Mechanics 
National Sportsman Hunting & Fishing 
Popular Science Modern Mechanics 
Boys’ Life Boys’ World 
Flying High Western Trails 
Detective Dragnet Sky Birds 
Amazing Stories Gangster Stories 
Short Stories Underworld 
Black Mask Strange Tales 
Wild West—Complete Novel Complete Detective Novel 
Ace High Ranch Land 
Astounding Stories Cowboy Stories 
Complete Novelettes Western Adventures 
Rapid Fire Western Rapid Fire Detective 
Ranch Romances Rapid Fire Action 
Comfort Five Novels 
Grit Clues 
Pathfinder 

SUNDAY NEWSPAPER COMIC SECTIONS 
New York News Chicago Tribune . 
St. Louis Globe Democrat Indianapolis Star 
South Bend News Times Grand Rapids Herald 
Omaha World Aurora Beacon-News 
Fort Wayne Journal Gazette Springfield News-Times 
Wilmington Star Peoria Star 
Anderson Herald Terre Haute Tribune 
Buffalo Courier Express Boston Globe 


Milwaukee Journal 


THE OUTSTANDING BOYS’ MAGAZINE 


i QPEN.BOYS 


L. S. GLEASON, Advertising Manager 
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Waxelbaum and 


Keilson Separate 


The name of Keilson & Waxelbaum, 
New York, publishers’ representa- 
tives specializing in Jewish advertis- 
ing service, has been changed to M. 
Keilson Company. 

Benjamin Waxelbaum, formerly a 
member of the firm, has organized 


Waxelbaum Jewish Advertising Serv- 


ice at 110 W. 40th St., New York. 


Places ‘Med ical Copy 


The Hanovia Chemical & Manu 
facturing Company, Newark, N. J., 
has appointed Lewis Waetjen Agency, 
Inc., New York, to handle its adver- 
tising, effective immediately. Medi- 
eal journals and direct mail will be 


SEVEN PLYMOUTH 
FILMS RELEASED 


Detroit, Mich., Sept. 7.—With the 
release to the field of seven new 
1,000 foot films, Plymouth Motor Cor- 
poration is embarking this month 
upon its most ambitious program of 
“movie salesmanship.” 


One of the new pictures shows the 
plant in operation with 8,000 men 
at work. Others are built around 
human interest and dramatic stories 
illustrating body and mechanical ad- 


not only for special dealer meetings 
and sales conventions and for use by 
retail sales managers, but also for 
special showings for the general 
public. 

One unusual film, featuring Jack 
Pearl, the Baron Munchausen of 
radio, is being shown at state fair 
exhibits, and newspaper space is be- 
ing used to advertise the attraction. 


Stresses Film Work 


Under direction of J. B. Wagstaff, 
head of advertising and sales pro- 
motion, the company first equipped 
its sales promotion men in the field 
with 16 millimeter sound projectors 
and special factory films two years 
ago. Since that time it is estimated 


dealers’ showroom floors, at special 
luncheons, at movie theaters and in 
conjunction with meetings of civic 
organizations, clubs, schools and fra- 
ternal societies. 

Since the opening of A Century of 
Progress in Chicago, Plymouth talk- 
ing pictures have been a feature of 
the “little theater’ in the Chrysler 
Motors exhibit. More than 15,000 
persons a week, according to Ply- 
mouth’s count, have viewed the films 
there. 


Ventilators to Cole 
Advertising of the King Ventilat- 
ing Company, Owatonna, Minn., 
maker of air conditioning and venti- 


used for the company’s therapeutic 
lamps and apparatus. 


HAT’S 454 miles of men’s suits 
... if you love a parade. A suit 
every three feet from Chicago to 
Pittsburgh! 

The market for men’s suits 
offered by well over 400,000 Chicago 
American families is enormous, 
any way it is estimated. Assuming 
each man will buy only one suit 
during the next year and estimat- 
ing two men toa family (according 
to the Census) gives 800,000 suits 
as the approximate requirements 
of Chicago American families. 

s te 


These families who read the Chi- 
cago American have a greater urge 
to spend. They are younger, more 
active socially, more interested in 
new styles, new clothes. 


vantages. The pictures are designed 


| f : 


This market is more responsive 
now because men are going back to 
work in Chicago, earnings are bet- 
ter, salary checks certain. Family 
budgets are being made with 
greater confidence. 

* * * * 

Bear this fact in mind: Chicago 

American families are the largest 


that the “movies” have been shown lating equipment, has been placed 
to more than 10,000,000 people on 


buyers of amusements and enter- 
tainment of any daily newspaper 
group in Chicago. The American’s 
consistent leadership in amuse- 
ment advertising proves that. Peo- 
ple do not buy amusements until 
after they buy clothes. 

And families that go, that enter- 
tain, that are active socially, buy 
more clothes. The women-folk see 
to that. With its large joint reader- 
ship in the home, the American’s 
women readers exert a tremendous 
influence on men’s wear purchases. 

To sell these 400,000 clothes-buy- 
ing families in Chicago requires a 
well-planned, consistent sales pro- 
motion campaign in the newspaper 
to which they are loyal—the Chi- 
cago American. 


” CHICAGO AMERICAN 


wt A MIGHTY 


a g00d newspaper 


MARKET FOR MERCHANDISE 


with Cole’s, Inc., Des Moines. 


National Representatives: Rodney E. Boone Organization 


ADVERTISES FOR 
UNION MEMBERS 


New York, Sept. 7.—Heralding one 
of the new uses of advertising pre 
dicted as a consequence of the na. 
cional industrial recovery act, the 
vocal council of the Brotherhood oj} 
Painters, Decorators and Paper 
Hangers of America inserted a 205 
line advertisement in the News this 
week to interest non-members in the 
organization. The order came from 
che Jewish Publicity Bureau. 

The advertisement revealed qa 
thorough plan to merchandise union 
membership, which involves payment 
of the initiation fee in installments 
and the use of the NRA as a selling 
argument. An interesting feature 
was the paraphrase of the slogan 
used in the paint manufacturers’ co- 
operative campaign, “Save the wage 
standard and you save all.” 

The following evidence confronted 
those who might doubt the ability of 
un‘on officials to appreciate action- 
compelling, reason-why copy: 


Action-Compelling Copy 


“Now! Fellow Painter and Decora- 
tor—There is nothing to stop you 
from becoming a union man! 

“Initiation Fee Ten Dollars. Down 
payment $5. 

“Share in the benefits of Organized 
Labor and the NRA! 

“Here is your big opportunity: At 
last you are free to join your fellow 
craftsmen in advancing the interests 
of the painting trade. 

“The National Recovery Act says 
working men may bargain collec- 
tively in seeking fair wages and 
hours . . . and it throws the pro- 
tecting arm of Uncle Sam around 
their absolute legal right to join 
labor unions! Actually makes ‘firing’ 
illegal so far as concerns basing it 
on union membership. 

“Prices are rising—help yourself 
and your fellow painters to get a 
square deal. 

“Stop trying to ‘go it alone’! Get 
in on the President’s New Deal!! 
Look out for the future interests of 
your home and your family by join- 
ing the union—right now! No mat- 
ter where you work, or who for, so 
long as you are a skilled mechanic 
you are wanted as a member of the 
Brotherhood of Painters, Decorators 
and Paper Hangers of America.” 

This particular union unit has not 
planned a sustained campaign, but 
will advertise in this fashion from 
time to time as circumstances seem 
to make it advisable. 


Hugh M. Foster Joins 
Grocers’ Association 


Hugh M. Foster has resigned as as- 
sociate editor of Grocery Trade News 
to take an executive position with 
the Associated Grocery Manufac- 
turers of America. 

He was formerly secretary of the 
New York Wholesale Grocers Asso- 
ciation and for many years was iden- 
tified with food trade publications 
and the faculty of New York Univer- 
sity. 


Canada Dry Promotes 
Irving Phillips 

Irving Phillips has been appointed 
vice-president in charge of sales and 
advertising of Canada Dry Ginger 
Ale, Ine. 

He joined the company as a sales- 
man 10 years ago, and having ad- 
vanced through several executive 
sales positions, was serving as east- 
ern sales manager when he received 
his present appointment. 


Appoints Stewart, 
Hanford & Frohman 


Gas Generator Corporation, New 
York, has appointed Stewart, Han- 
‘ord & Frohman, Inc. 

The agency is preparing a cam- 
paign on the company’s new prod- 
uct, the Economy gas. generator, 
— utilizes household rubbish as 
uel. 


Vestal to French 


The Vestal Chemical Company, St. 
Louis, maker of Wax-Rite Liquid 
Floor Wax and other products, has 
place. its advertising account with 
Oakleigh R. French, Inc., St. Louis. 
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933 paign began. They are identified by ° the single feature clause of the code. mor ’ 
— XIE LAUNCHES delcaleomania transfers on windows, Single Feature “Exchangemen and exhibitors Cincinnati Club A ° d 
doors and back bars. ° e know what happened to show busi- Chairmen Appointe 
Twenty-five cash prizes of $10 each the lause in Movie ness these past years,” the copy de-| A. S. Holtman, president of the Ad- 
will be awarded eack week of the - clares. “Logical minds connect these | vertisers’ Club of Cincinnati, has an- 
contest. It is planned to feature the Code S tirs War happenings with the attempted inclu-| nounced the following committee 
) winners in some of the advertise sion of the single feature clause in|Chairmen for the current club veer: 
§ ments. the NRA code. This proposed clause |__ —— Gay yee: ay Ben 
SODA BUSINESS tn Syst Si, a 
e pendent Motion Picture Producers| ducer circuits to eliminate all or ; a - : 
Brewer Starts Drive Frank J. Crow, membership; Henry 
Association, Hollywood, has turned|many independent ‘exhibitors, dis- Childress, membership; Robert M. 
= one oe Humboldt Malt & Brewing Com-| to advertising in its fight against in-|tributors and producers.” Fleming, educational; Jean Wer- 
pre- C M k Will Fi ht pany, Eureka, Cal., has begun a/| clusion of a clause in the industry’s| “Thousands of employes” in pro-|theimer, publicity; C. R. Fox, const!- 
> Na- Paper up a ers g radio and newspaper campaign on | code which would prohibit the show-| duction, distribution and exhibition|tution; Myron L. Smith, finance; 
the the coast through Botsford-Constan-| jing of more than one feature picture| will be jobless if the single feature|George Mathews, house and recep- 
“lot Until Market Yields tine & Gardner, San Francisco. at a single performance. clause is included in the approved|tion; C. W. Van de Mark, advisory; 
per Under a black scare head assert-| code, the copy asserts, and it also|C. W. Brown, speakers’ bureau. 
205 Stack-Goble Named ing that “those who nearly broke the| points out that “five or eight acts ae Be <7 
this New York, Sept. 7.—After plead- Advertising of the Hump Hair Pin industry are at it again,” the organi-| of vaudeville, a picture and shorts Post at Ad Club 
n the ing with soda fountain customers to} wfg. Company, Chicago, has been|7ation used space in this week’s|give the public approximately 35| ‘The Cleveland Advertising Club 
from jnsist upon individual Dixie drink- placed with Stack-Goble Advertising| Variety to urge exhibitors and ex-| minutes more entertainment than| entertained Wiley Post, famous flyer, 
ing cups for several years, Individ-| Agency, Chicago. changes to protest vigorously against | two features.” at a luncheon at Hotel Statler Sept. 5. 
ada ual Drinking Cup Company, Easton, re = ae 7 
inion Pa., having achieved much, but not 
ment enough, with the old methods of ad- 
nents yertising, has launched a campaign 
‘lling here to compel acceptance by both 
ature fountains and consumers. 
logan The new plan involves the identifi- 
» © cation of soda fountains using the 
wage company’s paper cups and the adver- 
tised offer of cash prizes to consum- 
onted ers who obtain entry blanks in an 
ty of easy contest from the Dixie equipped 
‘ton- fountains. Simpers Company, Phila- 
delphia, is the agency in charge. 
It has been learned from tests in 
ora: New York and other cities that very 
you little advertising is necessary to 
make consumers want fountain 
Down drinks served in Dixie cups. The 
sales problem has been that consum- 
nized ers have been afraid to demand this 
sanitary safeguard for fear of appear- 
At ing eccentric or squeamish, a fact 
ellow proved beyond any doubt by exten- 
rests sive consumer research. 
Will Fight to Finish 
Pema Being sure of the ground, Individ- 
and ual Drinking Cup Company is pre 
e pro- pared to continue heavy investments 
ound in promotion until the market is 
join won. The present heavy schedule o* 
ring’ newspaper advertising, calling for 
ng it two or three insertions a week of 435 
lines in three newspapers, will be 
irself continued for a year if necessary. 
ret a Even though the New York cam 
paign brings good results qu ckly, 
Get the campaign will not be ex‘endcd to 
eal!! cther cities for some time. Mean- 
ts of while, all local developments and 
join- complications will be studied and the 
mat- effect on the trade of the New York 
r, so cxample will be permitted to sink in. 
hanic The opening advertisement, which 
f the appeared in the News, Journal and 
ators Times, gave particulars of the con- 
9 sumer contest as follows: 
a not “Here is a different kind of prize 
but contest—no essays, rhymes or let- 
from ters to write—no wrappers, labels or 
seem cartons to save. 
“Here’s how you can have an equal 
chance with everyone to win a $10 
bill. Look for the Dixie Safety 
Symbol illustrated below. You will 
fion find it displayed on the doors and 
— windows of soda fountains where 
News drinks are served in Individual 
with Dixies. 
ufac- “Go to one of these fountains. Ask 
for a Dixie Contest Entry Blank. 
f the Write on the blank, in what you con- 
Asso- sider their order of importance, five 
iden- reasons why you prefer all your 
tions soda fountain drinks served in Indi 
iver- vidual Dixies. 
Told to Watch Advertising 
ne “For help in deciding upon the 
lips five best reasons why you should al- 
inted ways drink from Dixies at soda foun- 
; and tains, watch for the Dixie advertis- 
inger ing appearing in this and other New McCALL’S TRI PLE MAKE-UP 
York City newspapers. You may 
—_ think of more and better reasons for 
= ad- preferring your drinks in Dixies, the 
utive next time you have a soda fountain g E D U Cc — Ss 
_ drink served in this clean, personal 
eivec and Individual Fountain Service. 
“Get an entry blank today. Get 
another entry blank every time you A D Vv t R T I Ss ; N G 
patronize a soda fountain. Mail as 
nan many entries as you iike—but be 
New mt pe a teaehs the tations ait AVE you seen the report of Dr. Starch based on inter- € ‘@) S T yourself the findings of Dr. Starch and his associates. 
—_ later than Sept. 11, 1933. This con. views with over 60,000 magazine readers? Do you Read the results of McCall’s advertisers. See why the op- 
cam- test will continue for several weeks.| know that McCall’s new triple make-up has reduced by 31% portune placement of advertising in the new McCall’s makes 
and eoniar pairsens peng Rp a the cost of having your advertisement seen by the reader? Have @) more people SEE your advertisement, more people READ 
sh as fountains identified by the Dixie] you seen the actual figures from McCall’s advertisers in your advertisement, and more people DO SOMETHING 
— erry i a support of this lowered cost? We have collected for you in Oo about it. For your copy of this report address McCall’s 
New ‘York, and ioeee aaa tox alte booklet form the results of this investigation. Read for Magazine, 230 Park Avenue, New York City. : 
y, St. ory a. ep A the Lier 
standpoint. ut 1, were signed : 
.~ up for Dixie service before the cam-)- EVERY WOMAN LEADS A TRIPLE LIFE AND IT TAKES A TRIPLE MAGAZINE TO MEET HER TRIPLE NEEDS 
with 
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Cabs Carry Advertising 


Taxicab advertising is now avail- 
able on Cincinnati Yellow cabs, both 
on tire covers and inside the cabs. 
The service is being offered under 
the direction of N. W. Lawson, for- 
merly with Barron G. Collier. 


Tell City Appoints 
Tell City Furniture Company, Tell 
City, Ind., has named Beaumont & 
Hohman, Cleveland, to handle adver- 
tising of its old English reproduc- 
tions. General and trade magazines 
will be used. 


Named for Coffee 


Jones-Thierbach Company, San 
Francisco, maker of Alta coffee, has 
placed its account with the Kelso 
Norman Organization, San Francisco. 


|Davol Seeking 
Name for New 
Water Bottle 


Providence, R. I., Sept. 7.—To in- 
troduce a new hot water bottle of 
unusual design,, Davol Rubber Com- 
pany has launched a national prize 
contest in search of a name. 

Although the contest is designed 
to interest the ultimate consumer, no 
direct consumer advertising of the 
contest is planned. Instead, the com 
pany has taken advantage of its im- 
portant place in the rubber nipple 
field, and expects to interest more 
than 1,000,000 prospective buyers of 
its new bottle in both the bottle and 


Subscriptions in arrears . . . None. 


the prize contest through a small cir- 
cular placed in each package con- 
taining a Davol Anti-Colic nipple. 

Direct promotion of the contest Is 
being made to the drug trade through 
the use of full pages in American 
Druggist, Druggist Circular, Drug 
Topics, and Pacific Drug Review. 
The interest of the druggist in the 
new bottle and the name contest fs 
captured through a special deal in 
which the company’s water bottles 
and nipples are featured, and through 
a provision: in the contest rules 
which provides for a $50 prize to the 
druggist named by the winning con- 
testant. 

Entry blanks in the contest are 
provided with each water bottle, and 
only those making a purchase of a 
bottle may enter the contest. Counter 
display cards, a window streamer, 


The percentage of renewals is the unusually high figure of 70.76. 


and printed circulars are supplied to 
dealers purchasing the special deal. 


Coast Brewer Appoints 


Regal Products Company, San 
Francisco, maker of Regal-Amber 
Lager Beer, has named D’Evelyn & 
Wadsworth to handle its advertising. 
Metropolitan newspapers in Califor- 
nia will be used. L. F. Lavers has 
been named advertising manager of 
the company. 


New London “Globe” Sold 


The New London, Conn., Globe, 
evening daily, has been sold by 
Samuel T. Adams to Todd Barton, 
Ida Brozan and Charles Schlam, New 
York, who plan to make a morning 
daily of it. A corporation, the New 
London Globe, Inc., has been formed 
to publish the paper. 


IN PAID CIRCULATION 


10,000 new subscribers have sent their checks to MoToR in the past eight months. 


The print order for September was 58,300 and growing steadily month by month. 


LEADERSHIP in Paid Circulation is definitely established. 


means the most effective and economical sales medium. 


MoTOR 


te Aumuctive Bassinets Magazine 


And LEADERSHIP 
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mum an hour. 
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WOMEN ROUSE 
BY P. P. |. CODE 
WAGE STANDARDS 


New York, Sept. 7.—The principle 
that women must not be discrimi. 
nated against in the setting of wage 
standards will probably be estab. 
lished for advertising codes when a 
hearing is held on the periodical pub. 
lishers code during the week of 
Sept. 18. 

The fact was brought out in a let. 
ter Catherine McNelis, publisher of 
Tower Publications, received yester. 
day from Robert K. Straus, chairman 
of the NRA policy board. Miss Me. 
Nelis had enlisted the support of 
Mrs. Franklin D. Roosevelt in oppo- 
sition to the wage inequality in the 
publishers’ code. 

The Tower chief was one of five 
women present at the meeting of 
publishers Aug. 10 to draft a code 
for the industry. Her objections at 
that time having been unavailing, 
she promptly dispatched the follow- 
ing telegram to Mrs. Roosevelt: 

“As publisher member of new 
Periodical Publishers Institute, I 
subscribe heartily to the code of fair 
practice, with, however, this impor- 
tant exception which I voiced at the 
meeting today: 


Resents Classification 


“I believe the women of the pub- 
lishing industry can reasonably re- 
sent the classification for purposes of 
a minimum wage of women with 
junior male employes by which adult 
women are classified not with adult 
men but with minor males. 

“Adult men get a forty cent mini- 
Adult females and 
minor males get a thirty-cent an hour 
minimum. It merely aggravated the 
injustice to amend the earlier plan 
by providing that women engaged in 
the manufacturing end of publishing 
get 35 cents an hour minimum. All 
other women are classified with 
under-age males. 

“The fact that many other codes 
discriminezte against women purely 
on a sex basis, without regard to 
ability or production, does not alter 
the essential unfairness of this arbi- 
trary method. If, as the administra- 
tion has so often said and by its ap- 
pointments indicated, women are im- 
portant factors in our recovery pro- 
gram, why write into our employ- 
ment practice a prejudice so unfair?” 

Mr. Straus replied for Mrs. Roose- 
yvelt as follows: 

“In reply to your wire of Aug. 4 
addressed to Mrs. Franklin D. Roose- 
velt, which has been referred to this 
department, I wish to advise you that 
wherever women are engaged in the 
same operations as men, they will be 
paid on the same hourly rate. 

“The classification of women doing 
clerical work with junior male help 
was also made on the grounds that 
the work was comparable. In every 
substitute code that has been ap- 
proved by the NRA, the principle of 
paying women equal rates when they 
do the same work has been main- 
tained.” 


Melia, Pitts Join 
“Post,”’ Not “Star” 


An item in the Sept. 2 issue of 
ADVERTISING AGE erroneously re: 
ported that Joseph F. Melia, former 
publisher of New York American 
and for many years advertising man- 
ager of Buffalo Evening News, and 
Frederic G. Pitts, formerly assistant 
managing editor of Buffalo Evening 
News, had joined the staff of Wash. 
ington Star. 

Messrs. Melia and Pitts have 
joined the Washington Post, the for- 
mer as advertising manager and the 
latter in an editorial capacity. 

The personnel of the Washington 
Star, of which Col. L. W. Herron has 
been advertising manager for many 
years, is in no way affected. 


Ad Women Picnic 


Women’s Advertising Club of Chi- 
cago is holding a picnic Sept. 9 at 
Maple Lake. Mercedes Hurst, social 
chairman, is in charge. 
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ye has this rip-snorting engine to do with printing? 


Just this . . . It’s one of the important tools we use 


here in servicing printing jobs. e Printing national magazines, 
nationally distributed mail order catalogs, folders and hun- 
dreds of other printing jobs—large or small—is only part of 
our service. Getting them out on time, wrap- 
ping them, distributing them speedily, accurately, 
at the lowest possible cost, is also important. 
e So we built a railroad of our own, with an 
engine that meets all trains. Ours is probably 
the smallest railroad in the world . . . only half 
a mile long. It is three tracks wide, and it can 
handle eight hundred cars a month. Any day 
you can see our engineer puffing up and down 


his half-mile track . . . pulling in cars of paper 


Equipped to service economically 


every printing 


Bee 


LS PSEREREALI SS pia eee fae 


Mee 


=, ngine that meets all trains 


and ink . . . starting a lot of interesting reading on its way. 
e Have you ever seen automobiles made? We use the same 
production method . . . straight line. All operations are on 
one floor, which makes this the largest all-on-one-floor print- 
ing plant in the world. e The government has a post office right 
in our plant that insures prompt mailings . . . 
and the Railway Express has an agency here, 
too, that looks after quick shipments. e We hope 
all this doesn’t sound boastful. 
these things because such facilities are a part of 


We mention 


our service in the efficient, economical handling 
of printing jobs . . . either large or small. 


W. F. HALL PRINTING CO. 


CHICAGO 


; NEW YORK 
SUBSIDIARIES; 


ART COLOR PRINTING CO., DUNELLEN, N. J. CHICAGO ROTOPRINT CO. 
CENTRAL TYPESETTING AND ELECTROTYPING CO. 
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With “Modern Medicine” 


George Hoyt, formerly with the 
A. R. Elliott Company and Medical 
Journal and Record, has been placed 
in charge of the New York office of 
Modern Medicine. 


New Agency Organized 
The Atlas Advertising Company 


has opened offices at 1025 Broad 
Street, Newark, N. J. 


MEMO: 


To: Arthur Kudner 
From: Hotel Winthrop 


Subject: New Apartment 
rates for advertising execu- 
tives. 


Tell members of your staff 
that they can now rent 
two room apartments with 
serving pantries and re- 
frigeration for as little as 
$115.00 a month includ- 
ing full hotel service at 
The Winthrop, almost 
across the street from 
your offices. Last fall 95% 
of these apartments were 
rented. We expect 100% 
occupancy this year and 
recommend early inspec- 
tion if any of your staff 
plan to live at 47th St. 
and Lexington Avenue. 


Edwin R. McGary, 
Manager 


EMPLOYES PAY 
HALF OF COST 
OF KAHN COPY 


Mobile, Ala., Sept. 6—Employes of 
Kahn Manufacturing Company, 
maker of Panama pants and overalls, 
again did the unusual last week 
when they, through their union, 
Local 200 of United Garment Work- 
ers of America, paid half of the cost 
of 300-line advertisements in a num- 
ber of southern newspapers to an- 
nounce that their employers had in- 
creased wages. 

Cooperation between the company 
and its employes in the matter of 
advertising is no new thing, regard- 
less of how unusual it may seem to 
other workers and other employers. 

Last spring, when the pants and 
overall business, in common with all 
other businesses, was far from flour- 
ishing and the Panama plant was 
not running full time, the company 
was enabled to launch a spring ad- 
vertising drive because Local 200 put 
up half of the cost. 


Volunteer Cooperation 


The company did not feel able, be- 
cause of general business conditions, 
to run a campaign on its own initia- 
tive, but the members of the union, 
who are employed by the company, 
felt that they would benefit directly 
through any additional business se- 
cured, and therefore volunteered to 
pay half the cost of the campaign. 

The “message to working men 
from the working men and women 
who make ‘Panama’ pants and over- 
alls,’ which ran last week, does 
much to explain how Kahn Manu- 
facturing Company manages to se- 
cure such remarkable cooperation 
from its employes. 


“Our company has just increased 
wages,” the copy says. “Not because 
they had to when they signed the 
NRA Dill they didn’t. We 
were getting more than the mini- 


mum and only working 40 hours. 


How does the 


NATIONAL RECOVERY ACT 


affect MY business? 


% A 3} 
t 


Ae 


i this question dominates the business horizon: 
i shall I “do business”—sell, advertise, deal with em- 
ployees—to forward my own interests, while main- 
taining the provisions:of the Recovery Act? 
books tell you how. 


4 Just published—2 new books 


; that cover the problems of individual businesses under 
} the provisions of NRA. After Codes are approved 


How 


These 


BUSINESS UNDER THE RECOVERY ACT 


| Fg eens Valenstein, President, Grey Advertising Service, and E. B. 
ei: 
$2.5 


iss, formerly of the editorial staff, Printers’ Ink. 


0. 


H OW will the passage of a 
hands be influenced by the NRA? 


325 pages, 54 x8, 


roduct from the manufacturer’s warehouse to the consumer’s 
This broadly is the question the book answers. 


Outlines the new merchandising, selling and advertising developments that may be antici- 
eagpeon Aids manufacturer, wholesaler and retailer to prepare for the eventualities that may 
e 


expected as industry purges itself of marketing evils. 


Lively, readable, to the point. A 


broad map to guide the individual business ship through the new waters ahead. 


LABOR RELATIONS UNDER THE 
RECOVERY ACT 


By Ordway Tead, Lecturer in Personnel Administration, Columbia Uni- 


versity, and Henry C 
270 pages, 5% x 8, $2.00 


. Metcalf, Director, Bureau of Personnel Research, 


NSWERS the what and how 7 age of dealing with employees and giving effect to 


labor relations provisions of NR 
agers, and executives of trade associations. 


working manual for employers, personnel man- 
Supplies practical -hints based on experience 


with good practice in the whole field of employee representation plans and collective bar- 
gaining. Authoritatively, in detail, for the individual business, this book sets forth what 


Procedures to institute and how to proceed. 


“TI recommend the books heartily to anyone confronted with the 
appalling task of devising a ‘code’ for the New Era; they are full 


of practical gestions and pl 


y phrases.” 


Lewis Gannett, in the N. Y. Herald-Tribune. 


See these books on approval. 


Send this coupon. 


10 days of receipt I will pay for the books, 
them postpaid. (We pay postage on orders 


MeGRAW-HILL BOOK CO., INC., 330 W. 42nd St., New York City. 
Send me the books checked below for 10 days’ examination subject to approval or return. Within 


plus a few cents for ee and delivery, or return 


© Valenstein and Weiss-——Business under the Recovery Act, $2.50. 
0 Tead and Metcalf—Labor Relations under the Recovery Act, $2.00. 


Com 
(Books sent on approval in U. 


by r 


SD. ob0 cscectebenereakecneah ietaetedi ania 
8S. and Canada only.) A.A.9-9-33 


A MESSAGE 


WORKERS PAY FOR NEWSPAPER COPY 


to Working Men 


From the Working Men and Women Who 


Make “PANAMA” 


more than the minimum and only 


Pants and Overalls 


Our company has just increased wages. Not because they had 
to when they signed the NBA bill. ..they didn’t. We were getting 


working forty hours. “PANAMA” 


has always paid us more than other pants and overall workers in the 


South. We have had our Union 


all this time. ..the only one in the 


South continuously for twenty-seven years. We have had splendid 


meeting room. 


And naturally in our work 


working conditions, healthful safeguards, and our own cafeteria and 


we have tried to do the best job 


anyone possibly could. We are part of our company...and we know 


it. We wouldn’t turn out a shoddy piece of work just because we 
could get by with it. It wouldn’t be fair to our employers, who al- 


ways have been absolutely fair to 
fellow workers. who have been 


us. And it wouldn’t be fair to you 
wearing “PANAMA” Pants and 


Overalls, knowing they were produced under ideal conditions, by 
highly paid workers, of the best possible materials and workmanship. 


We are as happy as we can be over the NRA and the New Deal. 
We are happy for you because we know what it means. 


Local 200, United Garment Workers of America 


Mobile, Alabama 


This statement ts being voluntarily from funds set aside by our Union for co 
op tabed by @ tke amoust from the Kahne Manufacturing Compeny 


This 300-line copy appeared in newspapers in several southern cities 
last week. As the explanation at the bottom indicates, it was run 


“voluntarily from funds set aside 


by our union for co-operative pur- 


poses, matched by a like amount from the Kahn Manufacturing 
Company, for whom the union members work." 


‘Panama’ has always paid us more 
than other’ pants and overall work- 
ers in the south. We have had our 
union all this time the only 
one in the south continuously for 27 
years. We have had splendid work: 
ing conditions, healthful safeguards, 
and our own cafeteria and meeting 
room.” 

The advertising was placed by 
Fitzgerald Advertising Agency, New 
Orleans. 


Premium Men 
See Puzzles 
As Faworite 


New York, Sept. 7.—With the an- 
nouncement that Sam Loyd, “the 
puzzle king,” is now making his 
patented puzzles and devices and 
copyrighted riddles and jokes avail- 
able to advertisers, and that several 
advertisers have already decided to 
make use of this type of premium, 
advertising men here believe this 
form of premium may stage a de- 
cided come-back. 

The first in the field with the new 
selling aid will be the manufacturer 
of a specialty food drink with an 
appeal for children. The company 
will offer a 32-page Sam Loyd Puzzle 
Book free with each package to 
those returning an outsert coupon. 
Merchandising of the offer will start 
this month on a radio program. 

The manufacturer of penny and 
bar candy goods will give a small 
riddle booklet with each unit, using 
10 new booklets each month. 

The use of such premiums will not 
be confined to products for juvenile 
consumption, it is reported. Some 
manufacturers concerned _ strictly 
with adult sales, for instance, will 
make use of puzzles which retail for 
25 cents to a dollar and more. 


Britton Named Advisor 


for Periodical Group 


The industrial advisory board of 
the national recovery administration 
has announced the- appointment of 
Mason Britton, vice-president of Mc- 
Graw-Hill Publishing Company, New 
York, as industry advisor for the 
periodical publishing industry. 


With Graham Paige 


G. G. Slagg, formerly with Howe 
Printing Company, Detroit, has 


joined the advertising department of 
Graham Paige Motors Corporation in 


charge of production. 


W. L. Kennett Dies 


W. L. Kennett, director of the 
Louisville Herald-Post, was killed in 
an automobile accident Sept. 3 near 
Eau Claire, Wis. Mr, Kennett was 
head of Murray, Brooks & Co., direc- 
tor of Girdler Corporation, and was 
interested in numerous other organi- 
zations. 


NRA Bill in New Jersey 


Governor Moore of New Jersey has 
signed a bill making it a misde- 
meanor to display the NRA emblem 
falsely. 


—— 


DawsonAttacks | 
Market for Ale 
In New England 


Boston, Mass., Sept. 7.—Newspa. 
pers, radio and outdoor advertising 
will be used in a new campaign 
planned by Dawson’s Brewery, Inc, 
New Bedford, Mass., to acquaint New 
Englanders with the unusual quali. 
ties of Dawson’s Diamond Ale. 

Harry M. Frost Company, Boston, 
is in charge of the campaign, which 
has already gotten off to a good start 
with the erection of the largest Neon 
sign in New England, placed in Ken. 
more Square, Boston. The spectacu- 
lar sign is 84 feet long and 55 feet 
high, and contains, among other 
things, a 36-foot bottle from which 
ale apparently pours into a 21-foot 
goblet, and a head of Merry King 
Cole, measuring 32 feet from crown 
top to beard tip. 

A newspaper campaign for the 
product will be released shortly, and 
a regular program on the Yankee 
network is also scheduled for early 
release. 

Living up to its name, and also 
to its nickname, “a royal brew,” 
Dawson’s Diamond Ale bears a re 
production of the king of diamonds 
on its label, exactly as he usually 
appears on playing cards. 


Push Occidental 


Occidental Life Insurance Com- 
pany, San Francisco, a subsidiary of 
Transamerica Corporation, will start 
a campaign Nov. 1, using coast news- 
papers and radio. The account is 
handled by Charles R. Stuart, Inc.,, 
San Francisco and Los Angeles. 


Advertise Course 


Four 45-inch advertisements in 
the Detroit News, Detroit Times and 
Detroit Free Press are being used to 
promote advertising courses of the 
Adcraft Club at College of the City 
of Detroit, which will start Sept. 12. 


Rejoins Campbell-Ewald 


Truman F. Campbell, formerly 
with Campbell-Ewald Company, De- 
troit, and before that advertising 
manager of the Cadillac Motor Car 
Company, has returned to Campbell- 
Ewald. 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 
Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


$1 a Year .. 52 Issues 


USE THE COUPON 


ee ee pet ms pp ee 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 
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For a long, 
long time, 
Ray Andrews 
has wanted to 
‘‘say a word 
for dear old 
Portland.’’ 
Here it is, 
just as it left 
his typewriter 
and without 
the aid of the 
well known 
blue pencil 
brigade. 


We’re tickled pink 
to run it, Ray— 


Wouldn’t be at 


all surprised if the 


Chamber of 
Commerce 

out there 

in Portland 


| might want some 


more publicity 
like this. 


This Form is 


dedicated to 
**Free Speech 


for Copywriters.’’ 


RAY 
ANDREWS 


Vice President 


Botsford, Constantine 
& Gardner 


‘PORTLAND, OREGON 


Of course 


A4/ 


iF rains 


in Portland 


HERE are more hours of rain in Portland 

than in Chicago—or New York. Very 
little more actual rain, it is true, but more hours 
of rain. You might not like it. Those of us who 
live here rather prefer it, however, to snow and 
blizzards and thunder storms. Nature is strangely 
mild here—she vents her furies elsewhere. 
And it is the soft rains of winter and spring that 
make Portland a verdant city. We play golf on 
green fairways in mid-winter—and mid-summer. 
Portland is the very centre of an evergreen 


playground. 


Not all Portland streets are rose-lined. There are 
drab streets here. But it is the City of Roses — 
millions of them grow luxuriously and many 
lovely walks are petal-strewn. It is a city of 
gardens and homes —a good place 
to live. 


Not every stream that empties into 
the Columbia or the Pacific is a 
paradise for fishermen. Many a 
story of piscatorial disappointment 
is told on Portland curbs. Yet I 
know a stream 45 minutes from 
the office where gamey trout lurk 
beneath shaded banks—and I 
know the fly they liked yesterday. 


If you will go to the mountains 


* * * 


with me, away from people and pavements, I 
can guarantee — well, almost guarantee —a day 
of fishing such as you have never known before. 


Not all highways that lead out of Portland are 
pleasant. There are roads to curse at and over and 
about. And yet—the Columbia Highway is at 
our door, the Old Oregon Trail, down which 
the “course of empire” moved. It is a highway 
of scenic grandeur — surely one of the most beau- 
tiful in all the world. And there are highways 
through deep forests, canopied by giant firs. 
There are highways to the sea, through miles 
and miles of greenery. 


Not every summer day is “at June” in Portland. 
There are high fogs and showers on occasions. 
Sometimes the snow-capped peaks 
are obscured. But you will find most 
of the days entirely delightful. There 
is no excessive heat——ever! The 
air is pure and invigorating. You'll 
sleep under blankets at night. 


You might not like Portland and 
Oregon. But I rather think you 
would if you are a normal out-door 
sort of a person, It’s worth seeing 
anyway and if you like it we would 
like to have you stay. 


* * * 


SPONSORED BY. 


Collins, Miller and Hutchings, ine. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN. — 


717 South Wells Street, Chicago 
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Aces with Jad Salts 


Easy Aces, who broadcast for 
Lavoris last year, have been signed 
by the New York office of Blackett- 
SampleHummert for Jad _ Salts, 
starting Sept. 26 over CBS. The 
program will be heard Tuesday, 
Wednesday and Thursday nights 
and Friday afternoons. 


New Coast Paper 


Dried Fruit Record has been 
started at 580 Market Street, San 
Francisco, with F. L. Parrill as busi- 
ness manager and H. F. Schumann 
as editor. 


Take a leaf out of 
the book of drug 
advertising. It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 
dealer's window. 


* 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


—_—_—_—_—_—___---— ——_—_—_—_—_—_—— 
STARR & BORDEN AVES, LONG ISLAND CITY, NEW YORK 


SUMMERTIME 
IN NEW YORK‘ 


it. ~— 
Write for Booklet AA Guest Roof Deck. 


BARBIZON-PLAZA 


101 WEST 58th STREET 


OUTDOOR CODE 
BANS REBATES, 
FREE SHOWINGS 


(Continued from Page 1) 
sequent to the filing thereof with the 
committee.” 

The sales practices section of the 
code provides for a commission of 
not more than 1624 per cent on na- 
tional business “to recognized 
sources of national business, and to 
no other person.” A list of such rec- 
ognized sources will be published and 
distributed by the committee, with 
changes, if any, reported monthly. 
On strictly local business similar 
commissions may be paid, but must 
not exceed those given to national 
buyers. 


Quantity discounts are limited to 
a maximum of 10 per cent, and on 
poster showings not more than five 
per cent discount may be given for 
six representative showings used in 
any twelve month period in the same 
city or town, and not more than ten 
per cent for twelve representative 
showings. 


Rebates, Free Showings Barred 


Secret rebates or discounts, free 
space, overruns, etc., are outlawed, 
except that plant owners may make 
“an equitable allotment of unsold 
space among current users of their 
service in respect of posting upon 
regular posting dates in the months 
of November, December, January, 
February and March by posting ex- 
tra posters for such current users.” 
But “such allotment of unsold space 
shall in no case exceed 25 per cent 
of the poster advertising space in 
such towns as are under contract for 
display in any such month.” 

The code further provides rigid 
rules for the maintenance of the out- 
door structures and requires that all 
posters must be put up within five 
working days of the posting date 
given in the contract, or the posting 
must be redated. Furthermore, all 
posters must be removed or covered 


CENTRAL PARK SOUTH. N. Y. 


within ten working days after expira- 


Type of Work Value For 


$4,536,000; public $9,661,000. 
be found in the current issue of 
Construction Daily. 


and materials that will be needed on the 
to 330 West 42nd Street, 


oe 


er ising t 


Important construc- 
tion contracts awarded 
in 4 days up to Sept. 7 


.-Alpine Brewing Co. ...........+. Separate contracts 
. Colorado Hy. De 


o<BEe. EO. BP. WOOMB. ca vccseccs Lane Construction Co. 
..Missouri River Br. Comm....... Great Lks. Dredge & 
Dock Co, 

Cee es Tc cdsicddasesd os . -sonatioamecaaed Const. 
ee ee Separate contracts 
300,000..Westminster Choir School....... Matthews Constr. Co. 

.  822,000..Athens Hardware Co. .......... L. A. Large 
2,580,879. .Nebr. Iowa, Maine.............. Separate contracts 
527,983..Jones Beach Parkway........... Frederick Snare Corp. 


and others that bring the four-day week’s total to $14,197,000. 
i information on these ‘and other projects may 
Engineering News-Record and the McGraw-Hill 


Construction volume is definitely up. August registered a marked improvement over 
July. The release of Public Works funds has been accelerated, meaning that more 
and larger contracts are to be awarded. Now is the time to sell the equipment 


New York, and see how little it costs to advertise to the 
engineers and contractors who are bidding on all this construction work 


Awarded to 


se Riot p89. 8 85-68 E. Selander 


Private contracts 


projects that are being lined up. Write 
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ENGINEERING J NEWS- “RECORD 


GIVES 


The Standard Advertisin 
the STANDARD 
The Register - Revision Service - Agency 


HE KNOWS! 
That 


THE STANDARD ADVERTISING REGISTER 


THE ESSENTIAL _ DETAILS 


NATIONAL ADVERTISING ACCOUNTS. 


It is issued arranged by 


Product Grouping or Geographically 


You can have your choice 


Register has been 
or 1 years. 


List - Weekly Reports etc. 


— All in Handy Compass — 
GET THE REGISTER 
National Register Publishing Company 


GET BUSINESS 


OFFICES 


853 Broadway, New York 
7 Water St., Boston 


140 So. Dearborn St., Chicago 


235 Montgomery St., San Francisco 


tion of the cdntract. Similarly, 
painted displays in cities of 100,000 
or over must be coated out or re- 
moved within 30 days from the ex- 
piration of the contract, and in 
smaller cities, within 60 days. On 
painted walls the limit is six months. 

As for rural and highway signs, 
the code sets up stringent regula- 
tions, which include prohibition of 
signs on rocks, trees, fences, etc., in 
spots which will mar natural beauty, 
etc. 


Administrative Provisions 


Administration of the code will 
rest with a committee of four, three 
of whom shall be named by the Out- 
door Advertising Association, with 
the fourth to be selected by signa- 
tories to the code who are not con- 
nected with the association. In ad- 
dition, the code provides for forma- 
tion of a larger advisory committee, 
with one member selected by each 
group interest in the industry. 


Article X of the code, the last 
article, is significant. It provides: 


“The submission of this code shall 
not constitute an admission by the 
Outdoor Advertising Association of 
America, Inc., that the business of 
outdoor advertising, as herein de 
fined, or otherwise, constitutes inter- 
state or foreign commerce, nor does 
any person, by subscribing hereto, 
admit that the business of outdoor 
advertising in which he is engaged 
constitutes interstate or foreign com- 
merce.” 


3,000 Expected 
At Direct Mail 
Meet in Chicago 


Chicago, Sept. 7—With 65 direct 
mail leaders in as many cities 
throughout the country engaged in a 
direct drive to increase attendance 
at the sixteenth annual convention 
and exposition of Direct Mail Adver- 
tising Association in Chicago, Sept. 
26-29, Paul Van Auken, convention 
manager, predicts convention atten- 
dance will compare favorably with 
that of any of the “boom” years. 

A registration of between 2,000 
and 3,000 is expected at the conven- 
tion, which is always one of the larg- 
est conventions, from the standpoint 
of attendance, of any advertising or- 
ganization. 

The meeting will center around 
the general theme of “Forging ahead 
on the business upturn through se- 
lective selling.” There will be three 
general sessions and six depart: 
mental conferences, at which an im- 
posing group of advertising leaders 
will discuss various phases of the 
general theme. 

Many delegates are planning to 
arrive early so as to take in the ses- 
sions of Mail Advertising Service 
Association, which will be held Sept. 
24-26. 


Farley to Talk 


A feature of the program of this 
group, which is composed primarily 
of direct mail suppliers, will be a 
speech at the opening session Mon- 
day, Sept. 25, by Postmaster-General 
James A. Farley. Other speakers 
will include: 


“Current Postal Trends and How 
to Get More Business from Our 
Knowledge of Postal Facts,” Edward 
N. Mayer, Jr., James Gray, Inc., New 
York; “Your Recovery — Through 
Planned Selling,” John E. Wolf, 
John E. Wolf Company, Oklahoma 
City; “I Sell Neither Price nor 
Quality,” Elwood Sampson, Adver- 
tising Services, Inc., Detroit; 

“What You Should Know About 
Your Customers’ Customers,” W. K. 
Walthers, Findex Systems, Inc., Mil- 
waukee; “Is There a New Era Ahead 
for the Letter Shop?” Elsie J. Chinn, 
Palmer & Chinn, Kansas City, Mo.; 
“Opportunities in Radio for the Di- 
rect Mail Advertiser,” E. P. H. 
James, National Broadcasting Com- 
pany, New York; “What the MASA 
Has Meant to Me and My Business,” 
by four letter shop operators from 
various parts of the country. 

One entire session will be devoted 
to code problems, with Monday eve- 
ning being given over to a business 
meeting and entertainment, and 


Tuesday evening to the annual ban- 
quet. 


DOLE IN DRIVE 
ON PINEAPPLE 
JUICE MARKET 


Launches National Attack on 
Three Fronts 


San Francisco, Cal., Sept. 7.—En- 
tering the competition for a share in 
the huge potential market visioned 
for pineapple juice, Hawaiian Pine- 
apple Company this month will 
launch a three-way drive for its pro- 
duct, attacking the general market 
for fruit juices, the medical market 
for healthful drinks, and the mixed 
drink market simultaneously. 

National magazines, class publica- 
tions and medical and health publi- 
cations will be used to launch the 
campaign, under the direction of 
N. W. Ayer & Son, Inc., but the in- 
clusion of one newspaper in the New 
York market foreshadows further 
use of this medium as distribution 
is built up and demand created in 
other sections of the country. 

While the recently inaugurated 
campaign of Libby, McNeill & Libby 
for pineapple juice features esters to 
point the healthful qualities of its 
drink, Hawaiian Pineapple Company 
copy will be devoted primarily to 
convincing the public that Dole pine- 
apple juice has nothing whatever in 
common with the sweet, syrupy li- 
quid found in canned pineapple con- 
tainers. 


Feature Different Taste 


“Make sure you're getting field- 
fresh, unsweetened Dole pineapple 
juice,” a typical headline asserts. 
“Here’s pineapple juice just as you 
would taste it in Hawaii,” copy says. 
“Just the full tangy goodness of the 
natural juice itself brought to you by 
the exclusive Dole juicing process.” 

Another typical piece of copy ad- 
vises the reader to approach the en- 
tire subject with an open mind. 

“If you’ve thought of pineapple 
juice as syrupy or too sweet such as 
the liquid poured from a can of pine- 
apple—get ready to change your 
mind with your first taste of Dole 
Pineapple Juice,” it says. “With the 
exclusive Dole juicing process there 
is no need for added sugar or pre- 
servatives. There’s nothing but the 
pure, unchanged delicious juice.” 

This effort to educate the public to 
an appreciation of the difference be- 
tween unsweetened pineapple juice 
and the syrup from pineapple cans 
will feature all phases of the cam- 
paign, but in addition each of the 
attacks on distinctive markets will 
have its own supplemental theme. 
For instance, advertising in 
women’s magazines, The Saturday 
Evening Post, and the New York 
Times will attempt to place pine- 
apple juice on a par with other fruit 
juices for use in the home. One 
piece of copy urges the reader to 
“Stick to your ham and eggs—but try 
Dole pineapple juice for a change.” 


Cultivates Mixer Market 


Another, borrowed from Plymouth 
copy, urges, “Try all three,” but de- 
viates from the motor manufacturer’s 
theme by announcing that “all three 
are delicious.” While no_ specific 
mention is made of the other two 
fruit juices to be tried, the company 
believes this omission will not prove 
confusing to the reader. 

A frontal attack on the mixer mar- 


ee 
——$———<—=<=< 


ket will be made through the pages 
of the New Yorker, with copy ip 
lighter vein urging the merits 9 
pineapple juice as an excellent mixer 
with more potent liquids. 

The third phase of the attack wi 
be launched via the pages of Chilg 
Life and Journal of the American 
Medical Association, and will be de. 
voted to pointing out the valuable 
nutritive elements in the juice, ang 
its particular suitability for children, 

The entire compaign, which is up. 
der the general direction of H. §& 
MacConaughey, vice-president and 
general sales manager of the com. 
pany, will be backed up by a com. 
plete set-up of point-of-purchase ma. 
terial. 


Coast Artists Organize 


Advertising artists have formed 
the Artists’ League of San Fran. 
cisco to submit a code of fair prac. 
tice to Gen. Johnson. More than 
two hundred members have been 
signed. Officers are John H. Wright, 
chairman; Louis A. Lauck, treas- 
urer; and Arthur Fay, recording sec. 
retary. 


Kuppenheimer in Drive 


In cooperation with local dealers, 
large space newspaper copy for B. 
Kuppenheimer & Co., Chicago tailor. 
ing organization, broke in approxi- 
mately 250 cities this week. Copy 
breaks away from the company’s ad- 
vertising tradition by featuring indi- 
vidual garments instead of the entire 


Beer 


and 


o 
Retailer 
A monthly publication devoted 
to light wines and beer offers 


ou CONCENTRATED CIR- 
CULATION IN 


NEW YORK 

NEW JERSEY 
PENNSYLVANIA 
CONNECTICUT 
MASSACHUSETTS 


—7,000— 


Hotel, restaurant, and 
club executives will com- 
pose its reading clientele. 


RATES ON REQUEST 


BEER and WINE 
RETAILER 


225 West 39th Street 
New York City 


F. R. JONES 
100 N. La Salle St. 
Chicago, Ill. 
Middle West Representative 


ALONZO HAWLEY 
1760 East 22nd Street 
Cleveland, Ohio, Cleveland 
Detroit Representative 


and 


In Your Fall Advertising 
BE MINDFUL 


of this important market for 
your products 


DISTRIBUTION and WAREHOUSING 
249 WEST 39th STREET, 


NEW YORK, N.Y. 4 
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Eo “That Conklin story stirred up the 
boys all over America” 


i says Sterling Beeson 


# 
oted 
nee Sterling Beeson, president of Sterling Beeson, Inc., 
IR- well-known Toledo advertising agency, started as a news- 
paper reporter, and left the city desk of the Toledo News- 
Bee to enter advertising. After successful work as an 
association executive and publicity counselor, he organ- 
ized Sterling Beeson, Inc., in 1925. The agency serves the 
Conklin Pen Company, Bunting Brass & Bronze Company, 
Toledo Trust Company, Buckeye Brewing Company, 
Hardie Mfg. Company, Oval Wood Dish Corporation, 
Schwarze Electric Company and other important adver- 
d tisers. Mr. Beeson is 52 years old and asserts that life, 
\- like other things, improves with age. 
>. 
NE 
Referring to a recent news story regarding the Conklin 
| Pen Company, whose account is handled by his agency, 
a 4i 
ond Mr. Beeson wrote to Advertising Age, If anybody 


doubts the scope and potency of your circulation, let 


some such news story appear. That Conklin story 


stirred up the boys all over America!” 
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Cox Takes New Post 


Edwin Cox, formerly advertising 
manager of the Celotex Company, for 
several years with Lennen & Mitchell 
and recently Detroit manager of 
Young & Rubicam, Inc., has joined 
Kenyon & Eckhardt, Inc., New York. 


CIRCULATION 


Percentage 


New England 

Middle Atlantic 

South Atlantic 

East North Central... 
East South Central... . 
West North Central.. 
West South Central. . 
Mountain 

Pacific 

Canadian & Foreign.. 


7.19 
2.37 


SOLKA SEEKS NEW WORLDS TO CONQUER 


IN HER CLOTHES 
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into sturdy asphalt roofing 
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*e < ” 
Made From SOLKA” 


. the New Phrase for Better Quality 


M ABAMAL ue early evervthang 

wear, Sotna, the Porified Cellulose, to 
thay wmures the better grade Se amaaing ts the 
adaptabality of thie baste product that it cam 
be epun inte beautiful Serna Yarns of treated 
differently and moulded inte plastic bel 
backtea Ht goes inte aft, fine rayon and again 


How. then, is thie surprising Sotxa equally 


at home im boudedr wathee aad buibding with- 
oul Why, ance spain Science controls Nature 


Mr, Manufacturer, what deo you make? Consult our enginerring staff about SOLK4 for your products 


im THE DRAPERIES ~ 
SOLKA 


IN THE Chain rage, 
SOKA 


Cellulose is the actanl framework of vege- 
table life. Around it nature bailde raw ian 
se we FemONe 
here resnaane 
wd SeLas. 


you, use oT 


purition, aseless to mankind. 


by our patented process, we th 
wuly the purified cellulose, was 

The name Satna has come to be almost ax 
generic as “sterling.” Many modem and pro 
gressive manufacturers are marking their 
woods “Made from Soraa™ Look for thie 
amart new phase for quality whea you buy 
Tt semures you of true value al strength whem 
emontial, af heawty when it is most desired. 
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The Puntied Collolase 


[gene the depression years The 
Architectural Record showed, in 
its monthly building maps, the true 
picture of the building market. When 
it was very bad The Record showed 
it as very bad. Manufacturers have 
learned to look to The Record for an 
accurate appraisal of conditions. 


Today, in 32 States, the building map 
shows a tremendous change for the 
er. 


Write for recent maps of building 
facts—they show exactly bow your 
own sales opportunities bave im- 
proved. 


ARCHITECTURAL 


RECORD 


119 West Fortieth St. 
New York, N. Y. 
Division F. W. Dodge Corp. 


need this! 
écono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


Typical advertisement for Brown Company's Solka, new product which is 
reported to offer unusual advantages to manufacturers and processes in 
an unlimited number of industries. 


Business Papers 
Ask Own Police 


Powers on Code 


Chicago, Sept. 7—A movement de- 
signed to place the administration of 
that part of the periodical publish- 
ers’ code which deals with the busi- 
ness press in the hands of the Asso- 
ciated Business Papers, or some 
other direct representative of that 
section of the industry, has been 
started by Chicago Business Papers 
Association. 

Although not taking issue with 
any of the provisions of the code, as 
submitted to Washington, the group 
feels that the problems of business 
papers are different enough from 
those of general periodicals, farm 
papers, and the religious and frater- 
nal press to warrant administrative 
authority over it being placed in the 
hands of a committee or organiza- 
tion which has a thorough knowl- 
edge of business paper publishing. 

A special code committee of the 
organization, composed of Henry A. 
Palmer, Traffic World; E. C. Hole, 
American Lumberman; Fred D. Por- 
ter, Porter-Langtry Company; J. A. 
Gilbert,. Office Appliances; C. R. 
Francis, Embalmers’ Monthly; and 
Frank L. Avery, representing con- 
trolled circulation papers, drew up 
the following suggested amendment 
to the periodical publishers’ code and 
submitted it to a special meeting yes- 
terday, at which it was adopted: 


Proposed Amendments 


“Article IV. Group administration. 
If any group of publications, as re- 
ferred to in the code, such as busi- 


market! 


BIG « 


DIRECT TO 
THE HOME 


Chicago Consumers are Buying Now! 


Retail purchasing activity in Chicago has increased rapidly, under the 
influence of the added $500,000,000 of world's fair expenditures. 


Now is the ideal time to sample Chicagoland and tap this expanding 


ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 


ness papers, shall elect to administer 
this code in its own field, it may do 
so through such regularly consti- 
tuted bodies as the Associated Busi- 
ness Papers, under the general pro- 
visions of this code as approved by 
the national industrial recovery ad- 
ministration. 

“In such case the members of said 
group shall be independently repre 
sented in the institute by the busi- 
ness paper directors, as provided for 
in the code proposed by the institute, 
and independently administered, as 
to policy and control of business 
paper practices, only by the business 
paper directors and such committees 
as they alone may choose to appoint 
from the business papers. 

“In all other respects members of 
such groups shall be governed by the 
general code of which article 4 is a 
part.” 

In the event that the Periodical 
Publishers Institute refuses to ac- 
cept this amendment, the committee 
urged that the A. B. P. be persuaded 
to offer it at the public hearing on 
the code next week; and if the A. B. 
P. in turn refuses, the committee 
urged that the amendment be offered 
by Chicago business paper publish- 
ers. 


“Today” Is Name 
of Moley Weekly 


The new weekly magazine to be 
edited by Prof. Raymond Moley ana 
published by Vincent Astor, which is 
scheduled to make its appearance 
early in October, will be known as 
Today, special permission for the use 
of this title having been secured 
from Arthur Brisbane, whose column 
of that name has appeared in daily 
papers for many years. 

Temporary offices for the organiza- 
tion have been established in the 
quarters of McNaught Syndicate, 
Times Bldg., New York, and _ per- 
manent quarters in the Knicker- 
bocker Bldg. will be opened shortly. 


Mulhern Is Manager 


Neil Mulhern has been appointed 
manager of the Detroit office of 
Young & Rubicam, Inc., succeeding 
Edwin Cox, who has joined Kenyon 
& Eckhardt, New York. 


Riverside Picks French 


Riverside Manufacturing Company, 
St. Louis, maker of cleaning and dye- 
ing chemicals, has appointed Oak- 


COPY SEEKS NEW 
USES FOR SOLKA, 
UNIQUE PRODUCT 


New York, Sept. 7.—With a prod- 
uct that apparently serves just as 
well as a base for paper towels, roof- 
ing materials, rugs, radio cabinets 
and what have you, the Brown Com- 
pany, Portland, Me., is running a 
campaign in a number of business 
papers and in Time, Nation's Busi- 
ness, Fortune, Review of Reviews 
and World’s Work, Business Week, 
Forbes, and New York Times for 
Solka, “the purified cellulose,” in 
which the appeal is addressed to all 
industry. 

“What do you make? Tell us and 
perhaps our engineering staff can 
help you,” is keynote of the unusual 
copy, prepared and placed by Men- 
ken Advertising, New York. 

Solka, the purified cellulose, is 
made by the Brown Company by a 
patented process. “Cellulose is the 
very framework of vegetable life,” a 
description of the product asserts. 
“But around it nature has built a 
structure of impurities useless to 
mankind. After many years of scien- 
tific research, Brown Company has 
at last patented a process by means 
of which all these impurities are re- 
moved until only the purified cellu- 
lose remains. This has been named 
and trade-marked Solka. 

“Solka, then, is a basic material. 
It has proved its amazing adaptabil- 
ity in various forms, in many di- 
versified industries.” 


Aids Users of Product 


While the company’s. primary 
problem at the present time revolves 
around securing new fields of en- 
deavor for this new material, which 
now is not only available in a form 
suitable for inclusion in paper prod- 
ucts, cabinets, etc., but is also woven 
into yarn, it is planned to increase 
advertising and promotion effort as 
more manufacturers use Solka, and 
as more products are identified with 
x. 

Copy, while still searching for 
prospective new users, will also be 
devoted in considerable measure to 
increasing the popularity of products 
made from Solka. 

Typical copy in the present cam- 
paign, addressed primarily to textile 
manufacturers and featuring Solka 
yarn, asserts: 

“Solka has proven an indispens- 
able basic product in many indus- 
tries. Now from Solka we spin an 


amazing textile yarn. It is being 
made into many articles, apparel, 
rugs, carpets, upholstery, fabrics, 


and accoustical cloth. It has great 
strength, no shrinkage, little stretch, 
high absorbency, fine smoothness 
and economical uniformity. 

“Solka base produces’ superior 
roofing. It is responsible for the 
extraordinary ‘wet-strength’ of Nib- 
roc towels. The fine Onco shoe mak- 
ing materials gain their superiority 
through Solka content as do Nibroc 
printing papers their permanence, 
toughness and _ beautiful surface. 
Perhaps Solka could improve your 
product. Write today.” 

In addition to marketing the ad- 
vertising to Brown Company sales- 
men and to salesmen and distribu- 
tors of products made from Solka 
by means of portfolios, broadsides, 
etc., the company has prepared an 
unusual kit furnished with a number 
of dissimilar articles made from 
Solka. This kit is supplied to sales- 
men and allows them to give pros- 
pects a visual demonstration of the 
many uses to which the product may 
be put. 


New Liquor Trade Paper 
Atlas Publishing Company will 
publish the first issue of American 
Wine and Liquor Journal, a monthly 
trade periodical for the distillery, 
wine and liquor industries, in Octo- 
ber. 


Ward Appointed 


William D. Ward, New York, has 
been named eastern representative of 


leigh R. French, Inc., St. Louis. 


Pacific Dairy Review, San Francisco. 


Classified] 
Advertising 


The rate for this department ig 4 
cents a line (not agate line); mipj. 
mum, $2 


_____— POSITIONS WANTED | 

ADVERTISING AND SALES pro 
motion man who can get businegs 
through modern research and market. 
ing methods. Writes forceful, direct, 
down to earth copy. Broad diversgj. 
fied experience. Any arrangement 
considered. Box 388, ADVERTISINg 
AGE, New York. 


SECRETARY - STENOGRAPHER: 
educated, four and a half years New 
York agency experience; can handle 
correspondence, schedules, produc. 
tion, etc. Able to take responsibility, 
Box 389, ADVERTISING AGE, New York, 


BUSINESS SERVICE 
Circular Mailing........ $3.00 per M 
Envelope Type Addressed $3.00 per M 
Lettergraphing Letters. .$2.50 per M 
Write for further information. 
Lamb Mailing Service, 
Meriden, Conn. 


Joins Publication 


Richard F. MacVeigh, for the past 
two years sales manager of Hi-Way 
Advertising Company, and _ before 
that with Chilton Class Journal Com- 
pany, Power Wagon Publishing Con- 
pany, and American Lumberman, has 
joined Distribution and Warehousing 
as western business manager. His 
offices will be in Chicago. 


Two More for Reach 


Wm. E. Wright & Sons, West 
Orange, N. J., and Tru-Lax Corpora- 
tion, Newark, have appointed the 
Chas. Dallas Reach Advertising 
Agency, Newark. 


JUST A LOCAL CALL: 


in NEW YORK— 
MURRAY;HILL 4-0658 


in CHICAGO— 
FRANKLIN 6373 


TO THE 


"U.S. RETAIL 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


— = ee 
$s O_o . - — a 
oa ey eee | n 
“tag. kg & bt 
_ Fin, |™ rs "tite 
: ea ‘+ . vf, a,” 
s a | - 
OO =a 2 nN . d , 
——————T———— ——-2 —— Adig The Mo, 4 cso 
¥ : ; 
’ ; _ ’ yy yi | ae %i he . | 
er. | — f. a » me fie } 
5 me ’ ‘ =) y Stes” e's. o in THe | 
— 3 me tesco | ened 
Be —_m SOKA a L sn = KA _ : ; 
fa *, Ay a - . a! = D 
pee Tia < — mS 
aS Wo fur . } oie. Soest "he | Pac 
es be sssnc-DS : 7s er — Soi" eg To 
Ee en urenon tnt 5 ociia | om oo iad ; 
"ill =a iar = ; —e i | 
a: ==" \ A cml = & a & AOR ac i : Mo' 
¥ eee Seay ae = age mi net a Ss 
2 Se ie j . . 7 a Y < es ie ze ie De a: , _ 
erauet: me ae an >) an tor 
ere ~ 5 WHE ae a 
se Oe . 6 se hea ie T 
pe eae ¢ ” B Reyne P 
eet a ats ree — ns 
Se aanen s ~~ + he d- 
pee, ey we / —} ar 
ede _ ry >. <p tay eee of | 
reece 8.94 ~ e om 
sary ‘i ie her 
oe a ees 28.66 ~ pag 
rete pee 3.66 tor 
Se 39.66 ing 
ee 2 stal 
3 ae ae : : inte 
a a DP ne 
es 3.17 . 
ta 3.14 vs "ap 
eae 100.00 | Na. cho 
Cer ee es the 
. PS 08 
SV a the 
| aan 
new 
LZ \\, sbeee | | eo | . 
whe 2. IN a —y| on 
T | ke CS Bm = 
A | Pe =F] — "=> ae min 
2 ROOFING MATERIALS ‘NIRHOC PAPERS SOLAAINADES | 
: a Saws St eS sc= 
eee QOR) TRUM U MGA IT f37 i i foul 
ee a her. 
: Sita hh 
oe 4 = = Wor 
3 — ———— — ——_—_———— $$ ——————— = —— son, 
| cutt 
Riv 
: == = —=—————= tise 
es. " 
i ee 
sa) tors 
au cop: 
ate a | * 
or 
af | 
ee aad 
es ne for 
Oe ae the 
at las hely 
fa i Ss 
ce sl e of 
offic 
hou 
ae ae _ bs 
— yg wee 
eee bile 
ay ee f * 
“aie _ -<~ mer 
mer 
: * 4 | S oor 
eas. enema Se 
Ae - = | S desi 
: | cars 
. | \ “] 
os . * will 
% : ° cars 
= mea 
- ~ 
og new 
: | MARKE i 
en | | rE tidinnmcninie 
er | Damen 
ee ; wwowe)| you 
Uae | 
ee - 
a a stad | 
oa * bica 
; cam 
G. 
tisiz 
ee | | - 
Pe | iG 
held 
at 
_ | 
— 
_ : 
a 
a oa 
(foes ae en , 
i eae i tae nog parts Eee Sea ary meals pare Pegg | RRR SERS SORE PER a8 a ee NE een mR Maen soy OPS oc ee i ie Steed tae an oi ’ Me amcareme tea eee gy ie a ee 
OI eco eal ee perl Se team neat ey io oh”. Mt sO meee gn te Ee re ee its SEO LES OD i STIS Pee ae align at SPN Se Mi vem en ree eng" Oyama Re oa pve try a NS, BE ee Na aM 
bie “oY ee ot VENUE = Oe a Sete aa eee RG ahs SRNR hc! Lie 4 Ray Ie tee ae ae ee ay ei Se NE BR ae te. Pe eee oO ee FERS hn ot Meee ule ear en Io ere ena ear 


September 9, 1933 


ADVERTISING AGE 


23 


PACKARD EQUALS 
GAR WOOD SPEED 
WITH RACE COPY 


Detroit, Mich., Sept. 6.—“*The Same 
Packard Motors Kept America on 
Top! 

“Again it was America’s * Master 
Motor Builders against the rest of 
the world—and the result is his- 
tory.” 

This message of victory, quoting 
Gar Wood, famous pilot of the Pack- 
ard-powered Miss America X, winner 
of the Harmsworth speedboat race 
here Labor Day, flashed across half- 
page advertisements of Packard Mo- 
tor Car Company in Tuesday morn- 
ing newspapers, which in some in- 
stances were on the streets only a 
few hours after the completion of the 
international water classic Monday 
evening. 

Copy, furnished in advance of the 
race to a selected list of distributors 
to be placed in dailies of their own 
choosing, was held in readiness by 
the newspapers until the race was 
over and the winner assured. Many 
readers read the advertisement at 
the same time they first learned in 
news columns of America’s victory. 

“No speedboat is better than its 
motors,” copy quoted Gar Wood as 
saying. “I’m not forgetting for a 
minute that the racing laurels of the 
world would not be resting on Miss 
America tonight were it not for the 
four Packard motors that powered 
her.” 


Shows Motors 


In addition to pictures of Gar 
Wood and his mechanic, Orlin John- 
son, and one of Miss America X 
cutting the waters of the St. Clair 
River, scene of the race, the adver- 
tisement showed a close-up of the 
boat’s power plant. 

“Every one of these Packard mo- 
tors is more than six years old,” 
copy said. “Every one has had a life 
full of service and of thrills. 

“They are the sume motors that 
have brought victory to Gar Wood 
for six consecutive years. They are 
the same motors that last year 
helped him restore to America the 
world’s speedboat record with an 
official speed of 124.91 miles an 
hour.” 

Tying-in with the introduction this 
week of the company’s new automo- 
bile models for 1934, the advertise- 
ment concluded with an announce- 
ment of that event. _ 

“These mighty motors were de- 
signed by the same craftsmen who 
design and build Packard motor 
cars,” it pointed out. 

“From this plant, in a few days, 
will emerge the new 1934 Packard 
cars—the ‘yardstick’ with which to 
measure all fine car values. Watch 
for the early announcement of these 
new Packard models. Ride in one of 
them first. Then use it as your 
‘yardstick’ to decide which of Amer- 
ica’s great cars you want to make 
yours.” 

The Detroit office of Young & Ru- 
bicam, Inc., prepared the special 
campaign. 


Beskin Has Agency 


G. B. Beskin has started an adver- 
tising agency at 806 Phoenix Bldg., 
Minneapolis, Minn. 


Copley Men Meet 
Executives of Copley newspapers 
held a business meeting and reunion 
at Stevens Hotel, Chicago, Sept. 7. 


Loh and Hantington 
Join Mathes Agency 


Lester J. Loh, with N. W. Ayer & 
Son, Inc., the past 10 years, and 
Richard T. Huntington, formerly of 
the J. Walter Thompson Company, 
have joined J. M. Mathes, Inc., New 
York. Mr. Loh will serve as art di- 
rector; Mr. Huntington as manager 
of production. 

The agency has been appointed by 
Marcus & Co., old New York retail 
jewelry firm. 


Two with Cloister 

G. Albert Muenzer as assistant 
vice-president and sales manager, 
and E. F. Stafford as manager of the 
sales promotion department, have 
joined the staff of the Cloister Print- 
ing Corporation, 309 Lafayette 
Street, New York. 


Coast B. P. A. Formed 


San Francisco trade and business 
paper publishers have organized the 
Pacific Coast Business Papers Asso- 
ciation, planning to submit a code 
for operation under NRA. Officers 
are George P. Manchester, president; 
Wm. J. Ahern, secretary, and Clyde 
D. Lightbody, executive secretary. 


Crime Clues Resumed 

Eno Crime Clues, which have been 
absent from the air for a month, 
were resumed over an NBC-WJZ net- 
work Tuesday, Sept. 5 at 8 p. m., 
E.D.S.T. 


Pick Hanff-Metzger 
Liebmann Breweries, Inc., Brook- 
lyn, Rheingold beer, have appointed 

Hanff-Metzger, Inc., New York. 


Buys Three Papers 


The Powsheik Printing Company, 
Grinnell, Ia., has taken over the 
Grinnell Herald, Montezuma Repub- 
lican and Brooklyn Chronicle. W. G. 
Ray will be president of the consoli- 
dation, A. L. Frisbie, vice president 
and secretary, and David Sutherland, 
treasurer. 


Air Line Names Mayers 


Advertising of the Pacific Sea- 
board Air Lines Company has been 
placed with the Mayers Company, 
Los Angeles. Newspapers, outdoor 
and direct mail will be used. 


Dittmann with WTMJ 


William F. Dittmann, formerly ad- 
vertising and sales promotion man- 
ager for the Milwaukee Label and 


Seal Company, has been appointed 
advertising manager of WTMJ, the 
Milwaukee Journal station. 


Smith Joins Hudson 


Quentin I. Smith, for the past four 
years in the research and financial 
advertising departments of New 
York Evening Post and formerly 
with New York Evening Journal and 
the Rodney Boone organization, has 
joined the Hudson Advertising Com- 
pany, 75 West Street, New York. 


Presbrey Appointed 


The Frank Presbrey Company, 
New York City, has been named to 
handle advertising of the Chase Wil- 
liams Corporation’s product, “Melzo,” 
a drink in powdered form made 
partly from ripe bananas. 


lot of money.) 


(*Note to Puzzled Reader: Mr. 
Jacobs is County Assessor of good 
old Cook County, Illinoy, and he 
thinks he ought to be allowed to 
line up the hospitals for taxes be- 
cause "nearly all of them make a 


537 S. Dearborn St. 


You're Wrong, Mr. Jacobs!* 
They Don't Even TRY To Make Money! 


It's like this, Mr. Jacobs. ws 

Unlike the publishing business, or politics, or advertising, 
hospitals aren't in the game to make money. 

Unlike poker players or race-horse players, hospitals think 
they're doing fine if they come out even, and not so badly if 
they only lose a little money. 

But, | can imagine you intelligently inquiring, Mr. Jacobs, 
what do hospitals do with all the money they take in? (And a 
group of 100 hospitals on which HOSPITAL MANAGEMENT 
bases its monthly “How's Business?" chart takes in a couple of 
million dollars a month, right along, so, as the boys say, it runs 
into money.) 

They buy things with it, Mr. Jacobs—things they simply 
wouldn't be able to buy if they paid you a lot of taxes; things 
they need in their business, when you come in with a sprained 
neck after a smash up, or when the appendix gets to acting up, 
or when Mrs. Jacobs has a baby, or when one of the older kids 
has to have the tonsils out. 

They buy food products of all sorts, and they buy equip- 
ment to furnish first-class kitchens to prepare this food. 

They buy linens—sheets and pillow-cases, towels and nap- 
kins, blankets and spreads, mattresses and beds, chairs and ta- 
bles, dressers and what-nots, curtains and draperies. Your hos- 
pital room wouldn't be the attractive place it is, Mr. Jacobs, 
without these things. 

And, of course, they buy surgical dressings, operating- 
room tables and lights and furniture, disinfectants, X-ray equip- 
ment, laboratory supplies, air-conditioning devices, plumbing 
fixtures, flooring, fuel, laundry equipment and supplies. They've 
got to buy all this to run a hospital the way it ought to be run 
—and the average hospital IS run the way it ought to be run. 

Because they're good people, Mr. Jacobs; fine people. 
What would this bedeviled country do without them? The way 
the man in Texas needed his gun when he needed it is nothing 
to the way you need a hospital when you need it. You've just 
got to have it. 

So they're right there, on the job, over 7,000 of them; tak- 
ing care of over SEVEN MILLION PATIENTS every year: em- 
ploying over a MILLION personnel; spending even now nearly 
a BILLION DOLLARS A YEAR! 

And not trying to make a dime, Mr. Jacobs. ’ 

Funny? 

Yeah; kind of nice, too. Especially when you need them. 

: If you want to know any more about it, Mr. Jacobs, just 
ask us. 


HosPITAL MANAGEMENT 


A. B.C. — A. B. P. 
Chicago, Illinois 
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B PHOTOGRAPHIC § 
REVIEW OF THE 
WEEK 


UNUSUAL COPY FOR BUSINESS SCHOOL 


BRUCE a/B 


b. . Ta “THIS LOOKS 
THAT IS MY ADVICE. LIKE ALIVE 


SCHOOL 
THEY TRAI 
LEADERS ‘ : BRUCE.” 


irae 4 
Bais Ree 
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INDIANAPOLIS BREWER GETS "DOUBLE VALUE" FROM DISPLAY 


* THIS iS OUR 
DICTATION ROOM 
WHERE STUDENTS WRITE 
uP TO 125 wORDS 

A minute .< 


"HERE 1S OUR TYPE= 
a WRITING CLASS 
Mem WHERE HIGH SPEE 
. 1S ATTAINED, 


This unusually attractive outdoor sign of Indiana Breweries, Inc., Indianapo'is, gains added value at night 


because it is completely reflected in a poo!. The installation was made by General Outdoor Advertising 
Company. The heads above the pnd ae nine feet high, and the bottle is 14 feet long. 


dD 


SPACE FOR KRESGE "AN ELEPHANT NEVER FORGETS" 


PAR NALLETON, WE WANT TO EWROLL*/ IM\. 
BUSINESS ADMINISTRATION, BETTY itt 


“HERE YOU MASTER THE *STENOTYPY IS SOMETHING 


INTRICACIES OF ACCOUNF NEW- ISO WORDS PER MiN- CUTIVE SECRETARIAL 
ING AND BUSINESS DETAIL? UTE 1S THE SPEED OF THIS . 
TOUCH SYSTEM OF 


676 S. S. KRESGE COMPANY STORES 


Vi the sch rsp ip SUPPORT WHOLEHEARTEDLY 
WHO TRAINED US AND PLACED US| ection. Here the pick of the youth of the 
WE ARE ON THE| "Middle West are training for leadership in THE PRESIDENT’S RECOVERY PLAN 


. It is a privilege to announce that the S.S. Kresge Company has 
one pen ee ap signed the “Limited Price Variety Stores” Code of the National 
Recovery Act for all of its four hundred eighty-three Sc-10c-25¢ 


B n ratton Stores and one hundred ninety-three 25c-$1.00 Stores. 
rya A Formal ion at Washington of the iation of 
An we School Limited Price Variety Stores’ Code has only now been com- 
Chicago. Rand. 1575 pleted ;but the S.S. Kresge Company, following its long established 
policy of fair treatment to its employees, is voluntarily making 
Claane aah ene comptens cottages the increase in wages of its employees who are affected by the 
Name minimum wage prescribed by the Code, retroactive to August 

7th, which was the effective date of the retail code 


The addition of new employees has been taking place for some 


Address 


Bryant & Stratton Business School, Chicago, used this decidedly dif- te abe wl peal be irae by aa 4002 
ferent copy in Chicago dailies this week in its search for students. Pi ition hic 2 gt 


The copy ran | 55 lines on four columns. appreciation of their loyal and attentive service to the public, 


which has had so much to do with making the S. S. Kresge 
Company's stores pleasant and efficient shopping centers. 


arent eins viens 4 te eerere With the body arguments in the motor car field raging more fiercely 
SECRETARY PUTS PEP IN PRESENTATION | cyan ine a ~ dadagataneaaae eam than ever, Chrysler Motor Company this week dug up this photo- 


graph, first sent out more than two years ago, and mailed it to 
— newspapers and the trade press. 


S. S. KRESGE CO. 
Re STORES pate 


MOVIE COPY GOES COSMETIC 


S. S. Kresge Company, a stranger 
to newspaper advertising except for ¢ 
isolated insertions of small space, 
this week used 525-line space to 
feature its support of NRA. 


PREVENTS PILFERING 


To convince the class market the new film, “Bitter Sweet," was not a 
vulgar exploitation of sex, and, at the same time, to reassure the 
W. T. Christy, Atlanta district manager for Edison General Electric masses that the old bargain in vicarious romance was not lacking, 
Appliance Company, took his secretary, Ann Lee, with him on a Hal Horne of United Artists Corporation relied chiefly upon the 
recent trip in which he inaugurated an electric range selling cam- New patented open counter display drawings of Hans Flato in newspaper advertisements during the pic- 
paign with Southern Public Utilities Company. Here is Miss Lee for Bayer Aspirin which is said to ture's New York premiere. Copy and format, as well as art, were 
_ doing her part at a typical meeting. All the meetings were a great discourage pilfering, often a serious adapted from conventional cosmestic advertising with such good 
t success, the company reports. problem for druggists. results that the campaign will be repeated throughout the country. 


ete 
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